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ABSTRACT
Very little attention has been directed toward the influence of 
personality traits upon responses to written mass communication. In 
view of this apparent lack of research, the objective of this investi­
gation was to supply some worthwhile facts relative to response behavior 
of individual's personality traits to recruitment advertisements. There­
fore, the specific purposes of this study were: (l) to ascertain the
relationship between personality traits and responses to written mass 
communication; (2) to demonstrate how extraverted and introverted indi­
viduals respond differently to advertising messages; (3) to determine 
whether or not reader oriented advertising writing style elicited more 
praiseworthy responses than company oriented writing; (U) to ascertain 
which personal?' cy traits were related to reader viewpoint writing and 
which were associated with company oriented messages; and (5) to deter­
mine the relationship of demographic factors to the perception of written 
mass communication.
A two-part experimental design was used to secure all data relative 
to the analysis of personality traits and their effects upon responses to 
written mass communication. Personality data were acquired by adminis­
tering Cattell’s Sixteen Personality Factor Questionnaire. The semantic 
differential was utilized to objectively and quantitatively measure respon­
ses to reader and company oriented recruitment advertisements. Three hun­
dred ninety-four students from Louisiana State University participated in 
the experiment. During the first phase of the experiment, subjects received 
and responded to reader oriented advertisements and completed the Cattell
x
test. Subjects.* during the second phase, received and responded to company 
viewpoint advertisements. Then comparisons were made between responses to 
reader viewpoint advertisements and company oriented recruiting messages. 
Each student read two reader viewpoint ads and two company oriented ads.
Quantitative analysis indicated that students were inconsistent rela­
tive to their perception of recruitment advertisements. In one instance, 
they favored a company oriented ad and in another instance, they preferred 
a reader directed ad. Responses by sex, however, revealed that men gener­
ally viewed each of the four recruitment advertisements more favorably 
than women. Men also thought that reader oriented advertisements were 
more desirable than company directed advertisements. Women, on the other 
hand, were rather indifferent to either reader or company oriented 
advertisements.
It was further determined that the perception of written mass communi­
cation was a function of age. The various age groups, when considered 
collectively, viewed a company oriented recruitment message significantly 
better in one instance and in another, a reader viewpoint advertising copy 
was considered more favorable. It was also ascertained that the percep­
tion of recruitment advertisements was a function of college classification. 
College Freshmen and Sophomores appeared to be more impressionable in their 
judgment of recruiting messages. In contrast, Special Undergraduate stu­
dents had the least positive connotation of the experimental stimuli.
When grouped collectively according to college classification, students 
perceived one reader viewpoint ad and one company oriented ad as being 
most praiseworthy. These findings suggested that students’ immediacy to 
the job market may have had some influence upon their response behavior.
Further analysis revealed that there were personality differences 
between individuals that favored reader oriented advertisement and those 
that preferred company oriented advertisement. Individuals that con­
sistently favored reader oriented'advertising copy were described as 
humble, trusting, self-assured, and relaxed. Individuals characterized 
as shy, practical, forthright, and conservative preferred company oriented 
advertising copy. These findings provide some indication that responses 
to recruitment advertisements are a function of personality.
Experimental results also demonstrated that personality types 
(extraverts and introverts) were definitely an influencing factor in the 
perception of written mass communication. Introverts, for instance, were 
more sensitive to recruiting messages than extraverts.
In view of these findings, personality traits and personality types 
may well be meaningful variables in the communication and persuasion 
process.
CHATTER I
ORIENTATION TO AN EXPLORATORY STUDY OF THE RELATIONSHIP 
BETWEEN PERSONALITY TRAITS AND RESPONSES TO 
WRITTEN MASS COMMUNICATION
Introduction to the Study 
The relationship of personality and response to written mass 
communications presents a complex, but fascinating, subject for students 
of communication theory. To what extent should advertisements be adapted 
to the imderlying personality traits of the reader? Should the copy 
writer of written mass communication attempt to segment audience on the 
basis of personality traits? To what extent do personality traits influ­
ence the perception of written mass communication? Is the perception of 
advertisement related to personality traits as measured and defined by 
objective-type personality scales? What personality traits appear to be 
maximally related to advertisements which make readers the object of the 
message or to advertisements which emphasize the company's name and pro­
nouns such as "we" and "our"? And what is the strength and direction of 
these relationships?
One would expect to find in the literature on written mass communica­
tion, as in the case with public speaking, some concern for personality 
traits and their relation to the perception of advertisement. However, 
this is not the case. Consequently, it is necessary to turn to somewhat 
unrelated areas to find anything pertinent to this problem. Golden, for 
example, investigated the personality traits of drama school students and 
reported that drama students scored high on the personality variable
1
"aesthetic" and low on such personality traits as "theoretical" and 
"economic."'1’ Based on these scores, it was concluded that personalities 
of drama students, as a group, differ from the personalities of other 
students with whom the study was compared.
A review of recent studies of written mass communication further 
indicated that very little has been published with regard to the influence 
of personality upon response to advertisements. Some research in oral 
communications has supported the theory of selective perception--that a 
person usually hears what he wants to hear and that he usually wants to 
hear messages which reinforce his existing attitudes and produce a feeling 
of agreement. It further appears, however, that there has not been any 
attempt on the part of researchers to determine the relationship between 
.readers’ response to written mass communication and personalities. In 
fact, very little empirical evidence has been published to indicate that 
quantitative analysis of written mass communication can discover indivi­
duality or that personality factors might be related to response from this 
type of communication.
In this connection it seems that when a subject is exposed to written 
mass communication, it is possible to do more than present the frequencies 
with which certain writing styles of such communications are responded to. 
It can be noted, for example, whether the subject has a tendency to respond 
more favorably to certain writing styles such as reader or company oriented 
writing. Depending upon the responses to these contrasting writing styles, 
it may be possible to infer from the individual's preference whether his
^Alfred L. Golden, "Personality Traits of Drama School Students," 
Quarterly Journal of Speech, XXVI No. k (December, 19̂ +0), pp. 56^-575.
choice is indicative of personality characteristics or irrelevant to 
individuality. Information about an individual's personality differentia­
tion may also be gleaned from responses to reader and company oriented 
advertisements. In the case of writing style it is possible to construct 
messages either by attending exclusively to the personal pronoun ("you" 
and "your") aspect of the stimuli or by using the structural aspects of 
company oriented messages. It may be possible to determine from responses 
to these messages whether respondents are introverted or extraverted. 
Respondents that favor one writing style over another may possess specific 
personality differences. Finally, it may be possible to conclude that 
the personalities of respondents favoring reader oriented messages, as a 
group, differ from the personalities of respondents who perceive company 
oriented advertisement more favorably.
The implication that responses to written communication could reflect 
personality difference can prove to be very important to the development 
of communication theory and application. In fact, personalities may be a 
means for audience segmentation, and thereby, written mass communications 
could be directed toward certain personality characteristics in order to 
achieve maximum success from advertising messages. Moreover, considerable 
advances in written mass communication may be achieved when one begins to 
understand, the relationship between personality and responses to certain 
sensory input from advertisements.
For a number of years colleges and universities have been faced with 
the problem of educating a sufficient number of students to meet the chal­
lenges of business, the conquest of space, and a number of other scientific 
and non scientific frontiers. There are problems both in recruiting appro­
priate talent to meet these needs and in effective utilization of
individuals once they have become qualified to enter the business and 
scientific world. Psychology may make an initial contribution in recruiting 
talent by pointing up personality correlates of responses to various recruit­
ment advertisements. The increased importance assigned to the role of 
personality traits and interest in the neglected area of relationships 
between responses to written mass communication and personality traits has 
prompted the writer to develop a research design to investigate this area. 
Specifically, the investigation focuses upon the relationship between 
personality traits and responses to reader and company oriented recruitment 
advertisements.
Purpose of the Inquiry
In view of the apparent lack of interest with the issues mentioned 
above, the present investigation was undertaken to supply some worthwhile 
facts bearing on response behavior of personality traits to recruitment 
advertisements. Based on the general purpose of this study, five specific 
objectives are stated. They are as follows:
1. To relate responses to written communication to personality
traits in order to determine how the various traits revealed 
by the personality tests appear to be responsible for the 
differences in responses.
2. To identify extravert and introvert characteristics from the
personality inventory and show significantly different responses 
to written communications based on these personality types.
3. To determine whether or not reader oriented writing elicits
more favorable responses than company oriented writing con­
tained in recruitment advertisements.
U. To ascertain which personality traits are significantly related 
to reader oriented advertisement and those that are signifi­
cantly related to company oriented messages.
5. Finally, to take advantage of the opportunity afforded by these 
data to explore the relationship between semantic responses and 
demographic factors.
To the writer's knowledge, there has not been any previous research 
directly associated with personality traits as factors affecting the per­
ception of witten mass communication. Hence, the primary contribution of 
this investigation bears directly upon the question posed in the intro­
ductory paragraph of this chapter. The determination of response behavior 
to written mass communication through an analysis of personality traits 
is the chief desideratum to answer the questions presented in the intro­
ductory paragraph, if it can be determined that certain personality traits 
are related to the perception of advertisements. Therefore, the results 
of the present study should benefit present and future communicators in 
improving the effectiveness of their recruiting advertisement. Since an 
individual acts in terms of what he perceives, his acts lead to new per­
ception; these lead to new acts, and so on in the incredibly complex process 
that constitutes life. Therefore, it can be clearly seen that an under­
standing of how personality traits affect the perception of written com­
munication will help to provide new insights into the comprehension of 
human behavior. Furthermore, if it can be proven that certain personali­
ties respond differently to written communication, this study will 
appreciably broaden the framework of communication theory. It will also 
add significantly to the application of communication skills.
Finally, it is hoped that the present investigation would be valuable 
to students of communication theory and to others interested in personality 
by helping them to better understand the role of personality in perception. 
With this orientation in mind five testable hypotheses were built upon the 
relationship between personality traits and responses to written mass 
communication.
Statement of Hypotheses
The belief that personality characteristics can be related to dif­
ferences in responses to written mass communication led to the development 
of three major hypotheses. They are:
1. There are certain personality traits inherent in individuals 
which will cause them to react differently to written mass 
communi c at ion.
2. There are personality differences, as measured by the Cattell 
Sixteen Personality Factor Questionnaire, between favorable 
perception of reader oriented advertisements and favorable 
responses to advertisements which are company oriented.
3. Individuals with extraverted personality characteristics will 
respond more favorably to reader oriented advertisements. 
Individuals with introverted personality traits, on the other 
hand, will respond less favorably to reader oriented messages.
Two secondary hypotheses were formulated from the major hypotheses 
and from demographic data. The secondary hypotheses are:
J+. Written recruitment advertisements presented as reader oriented 
messages will induce more favorable responses than company 
oriented messages regardless of personality characteristics.
5- Demographic factors such as sex, age, and college classifica­
tion are influential in generating more favorable responses 
for reader oriented recruitment advertisements than for company 
oriented recruitment advertisements.
The primary hypotheses pertain to the differential reaction to 
messages contained in recruitment advertisements. The first hypothesis 
was formulated to test the validity of the assumption that personality 
factors influence the perception of written mass communication. Further­
more, if hypothesis one verifies the above assumption, then it is possible 
to prove or disprove hypotheses two and three. If, on the other hand, 
hypothesis one is disproven then hypotheses two and three are likely to be 
invalid. Moreover, if results of the present investigation reject the 
major hypotheses, then importance assigned to the role of personality 
traits as a factor affecting responses to written communication may need 
re-evaluation.
The secondary hypotheses, four and five, are not dependent upon the 
validity of the primary hpotheses. Hypothesis four was formulated to 
substantiate the general belief that reader oriented writing, clearly pre­
sented, will elicit more favorable responses than company oriented messages. 
Finally, hypothesis five seeks to determine whether or not demographic 
factors such as age, sex, college classification, and major field of study 
are positively related to semantic responses.
Definitions of Terminology
In order to facilitate the reader’s comprehension of the study, the 
following definitions are presented to remove any semantic difficulties 
which may arise from differences of interpretation.
1. Personality Traits. There are hundreds of personality tests 
available; however, there does not seem to be any standardized 
way of simply describing personality traits. Therefore, in 
the present investigation personality traits are operationally 
defined as dimensions of personality as measured by the Cattell 
Sixteen Personality Factor Questionnaire. (The l6 P.F. Test).
2. Reader Oriented Writing. Reader oriented writing or reader 
oriented messages makes the reader the object of the written 
mass communication by presenting information in terms of the 
reader’s interest. Specifically, reader oriented writing 
emphasizes the pronouns "you" and "your," while subordinating 
the personal pronouns "I," "we" and "our."
3. Company Oriented Writing. In contrast company oriented writing 
or company oriented messages do 2iot make psychological use of 
the pronouns "you" and "your." Instead company oriented writing 
emphasizes the company name and the pronouns "we" and "our." 
Furthermore, company oriented writing directs each statement 
toward the viewpoint of the company. For example, "At the 
Travelers there's a lot more to insurance than selling. We’re 
leaders in a fast-changing industry and we need people. . . . "
k. Advertising Copy. The words copy and message are used inter­
changeably throughout the investigation, and they are here 
defined as the written material that appears in the body of the 
advertisement.
5. Perception. For the purpose of this study perception refers 
to the individual's responses to sensory input from advertise­
ments .
Scope of the Study 
The information pertaining to the nature of personality traits, 
research in the field of personality, and the semantic differential was 
obtained by an investigation of the current literature relevant to these 
areas. The remainder of the study is based upon an analysis of person­
ality characteristics, demographic factors, and responses to recruitment 
advertisements. The study sought to determine whether or not certain 
personality characteristics affected the perception of written mass com­
munication. In addition, the investigation endeavored to ascertain 
whether age, sex, and college classification were pertinent to favorable 
responses to reader viewpoint recruitment advertisements. The specific 
aspects of the inquiry included an analysis of:
1. Tie connotative meaning of responses given to recruitment 
advertisements.
2. Personality traits associated with responses to both reader 
and company oriented recruiting information.
3. The relationship between personality types (extraversion- 
introversion) and responses to written mass communication.
Demographic factors (age, sex, and college classification) 
related to responses to recruitment advertisements structured 
with reader and company oriented messages.
5. Tie data to identify personality traits and responses that 
would contribute to more effective reader adaptation.
In addition to the above analysis the present investigation contrasted 
reactions between messages which were reader oriented and those which were 
company oriented.
Discernible Limitations
In evaluating the results of the present investigation, certain 
limitations must be recognized. Tie first is the limitation inherent 
in the method of selecting the sample, in the personality inventory,
and in the nature of the semantic differential questionnaire. Although 
the undergraduate subjects that participated in the study represented a 
good cross section of the student body at Louisiana State University, it 
is recognized that the selection of the sample was completed by a non­
probability method. That is, every student at Louisiana State University 
did not have an equal and independent chance of being chosen for the 
sample. Instead a convenience sample was used because of the accessi­
bility of the respondents. Therefore, an unknown bias might have been 
introduced. However, it is not possible to estimate statistically the
Ochance that other samples would bring different results.
A second limitation is that the samples chosen for this exploratory 
study was limited to one locale (Louisiana State University at Baton 
Rouge, Louisiana) and to only l4 classes of the more than 9^0 classes 
scheduled for the 19&9 Summer Term.
The third discernible limitation is that undergraduate student 
responses are not the same as a non student population. In spite of this 
limitation, these students represented a large collection of respondents 
in an atmosphere conducive to experimental research. The fact that a, large 
group of subjects were available in an environment which permits empirical 
research to take place seems to offset any disadvantage associated with 
student participation.
Clearly, no one study could include the entire area of personality. 
Such an investigation would require years to complete. Therefore, the 
fourth limitation is that the experimental design was restricted to the
^Harry L. Hansen, Marketing: Text, Cases, and Readings (Homewood,
111.: Richard D. Irwin, Inc., 1961), p. 284.
relationship of responses to written mass communication and to l6 
personality dimensions as measured by the Cattell l6 Personality Factor 
Questionnaire.
A fifth limitation is the possibility that the meaning of the seman­
tic rating scales may change with the stimulus. There are no universal 
definitions for the bipolar adjectives. For example, the bipolar adjec­
tive Hot-Cold have different meaning when used in reference to the word 
water and when used with a star pass receiver. This difficulty, however, 
is overcome when a sufficient number of semantic rating scales are used 
with each factor, so that the individual bipolar adjective contribution 
to the total variance becomes quite insignificant.
The final limitation recognizes that the experiment was of a static 
nature; that is, responses to written mass communication were studied at 
a particular point in time. These limitations seem unavoidable in an 
empirical study such as this where both time and resources were restricted. 
However, it provides a methodology and preliminary findings that can be 
utilized in future studies.
Research Methodology
The survey materials of psychology, communication, and semantic dif­
ferential contained in Chapter II were obtained by a study of current 
literature in each of the three fields. This information was used to 
acquaint the reader with research associated with personality traits, 
experimental studies that employed the Cattell Sixteen Personality Factor 
Questionnaire, and semantic differential research.
A two-part experimental design was used to secure all data relating 
to the analysis of personality traits and their effects upon responses to
written mass communication. Data for the personality profile were 
acquired by administering a comprehensive and widely used personality 
inventory— Cattell's Sixteen Personality Factor Questionnaire. The 
semantic differential, was employed to measure responses to recruitment 
advertisements. Three hundred ninety-four students enrolled in the 1969 
Simmer Term at Louisiana State University participated in this empirical 
study. A comprehensive coverage of the research methodology is presented 
in Chapter III.
Preview of the Investigation 
Some readers might find it helpful to have an overall view of what 
is to be found in the following chapters. The purpose of the second 
chapter, "A Survey of Psychological, Communication, and Semantic Differ­
ential Literature,” is to provide some insight into research dealing with 
personality, the communication process as related to personality, and the 
semantic differential. In addition, Chapter II discusses the Cattell 
Sixteen Personality Factor Questionnaire and the logic of the semantic 
differential. Specifically, it reviews and discusses Cattell's definition 
of personality. This is followed by a brief, but important, discussion of 
personality traits. Synopses of personality studies related to human 
behavior are presented in the second chapter. In addition, a complete 
section is devoted to describing and discussing the psychological test 
used in the present investigation--16 P.F. Next in order of presentation 
is the reported findings of several studies which utilized the l6 P.F.
The final sections of Chapter II present a rather complete coverage of the 
nature and logic of Osgood, Suci, and Tannenbaum’s semantic differential and 
examine the results of several empirical studies which have employed the 
semantic differential.
Chapter III deals with a detailed and comprehensive presentation of 
the research methodology. In this chapter the writer discusses the experi­
mental design, procedure for conducting the experiment, selection of the 
recruitment ads and developing the reader oriented copy. In addition, it 
includes an analysis of the 39U subjects that participated in the experi­
ment. After this analysis the chapter continues with a discussion of the 
selection of the study instruments, duration of the experiment and 
absenteeism. The chapter concludes with comments about data preparation 
and statistical treatment of the data.
Responses to the four experimental stimuli are compared and con­
trasted in Chapter IV. An analysis of the relationship between demographic 
factors (age, sex, and college classification) and semantic responses to 
written mass communication is also the subject of this chapter. The bases 
for this analysis were responses to the semantic differential questionnaire. 
The statistical data generated by the semantic differential are examined 
to test hypotheses four and five. In this chapter, the writer compares 
and contrasts responses associated with reader and company oriented 
recruitment advertisements. Males' and females' responses are analyzed 
to ascertain which recruitment ads are preferred by the sexes. Then the 
analysis proceeds to establish a relationship between age and responses 
to recruiting messages. Afterward, the chapter continues with its analysis 
to determine which form of advertising writing style (reader or company 
oriented) was most favorably perceived by college classification.
In Chapter V, attention is directed toward a comprehensive analysis 
of personality characteristics. Here, personality traits which caused 
favorable responses to both reader and company oriented recruitment adver­
tisements are identified. In addition, Chapter V investigates the
relationship between personality types (extraverts, "average”— balance 
mixture of extraversion and introversion characteristic, and introverts) 
and responses to written mass communication. Further analysis is made to 
ascertain whether or not extraverted individuals responded more favorably 
toward reader viewpoint advertising copy. In this chapter, three major 
hypotheses (one, two, and three) are tested. The final chapter, Chapter VI, 
summarizes and highlights major findings reported in this investigation.
CHAPTER II
A SURVEY OF PSYCHOLOGICAL, COMMUNICATION,
AND SEMANTIC DIFFERENTIAL LITERATURE
The principal objective of this chapter is to acquaint and familiarize 
the reader with research in the field of personality traits, with experi­
mental measurements of individual differences in the primary personality 
factors as measured by Cattell's Sixteen Personality Factor Questionnaire 
and with semantic differential research. More specifically, its purpose is 
to review some diverse studies, to assay the fruitfulness of the areas of 
investigation, and point out the reliability of both the Sixteen Person­
ality Factor Questionnaire and Osgood’s semantic differential as research 
tools.
This material should provide the reader with a better understanding 
of personality traits and how they may affect the perception of written 
mass communications. The relationship between readers' responses to 
written communication and personality traits is presented in the subse­
quent chapters.
Before launching into a review of the literature, a brief discussion 
of personality and personality traits is an appropriate beginning.
Personality and Personality Traits
This brief discussion of personality and personality traits is 
designed to assist the reader in reviewing personality studies relative 
to the communication process. It should also serve as a frame of refer­
ence to orient the reader to the remainder of the present investigation.
I k
Unfortunately, there are as many definitions of personality as there 
are authors on the subject. The popular view, however, holds that person­
ality is a wonderful quality everyone wants to have. The ambition of 
most people is to possess a "winning" or "charming" or "dynamic" person­
ality. Obviously, not everyone has those magical qualities. Therefore, 
the reader should not assume that personality is merely an impression 
made by one individual upon another. Moreover, personality does not refer 
to any particular activity such as talking, remembering, thinking, or 
loving; but, an individual can reveal his personality in the way he does 
any one of these things.^ With this as a frame of reference, the following 
definition, by Raymond B. Cattell, is offered as a guide for the reader of 
this study: "Personality is that which tells what a man will do when
placed in a given situation."^ Thus, what an individual says, thinks, 
or does is some function of the stimulus situation in which he is placed. 
More specifically, personality is what determines behavior in a given 
situation.
\
Personality, according to Cattell, consists of several traits. These 
traits are used in measuring personality. Traits, on the other hand, are 
defined as reaction tendencies, which may be broad and relatively perma­
nent.3 Behavioral responses can be predicted from traits. For example, 
if one trait of an individual’s personality is known, such as aggressive­
ness, one could reasonably predict the degree of aggressive behavior 
demonstrated by the individual when confronted by armed robbers. Traits
■^Gordon W. Allport, Personality: A Psychological Interpretation,
(New York: Henry Holt and Company, 1937), p. ^7.
^Raymond B. Cattell, The Scientific Analysis of Personality 
(Baltimore: Penquin Books, Inc., 1965), p. 25.
3Ibid., p. 28.
are broadly categorized into three modalities: abilities, temperament
traits, and dynamic traits.
An ability is demonstrated by response to the complexity of a situa­
tion, when the individual defines the goal he wishes to achieve in that 
situation.^ A temperament trait, on the other hand, covers a broad range 
of specific responses, and it is usually characterized as stylistic be-
ihavior. For example, an individual may be easy-going, or irritable, or 
bold or shy.^ Motivation and interest characterize a dynamic trait.
When a person, for example, is described as being amorous, or ambitious 
or interested in football reference is made to dynamic traits.0
Among personality traits certain ones are common and others are 
unique. Common traits are those which everyone possesses to some extent.^ 
Examples of common traits include intelligence, gregariousness, and intro­
version. Unique traits, on the other hand, are traits so specific to an
g
individual no one else has them. For example, no two individuals have 
the same degree of friendship for college professors.
With the above definitions and interpretation established in the 
reader’s mind it is now appropriate to proceed with a review of research 
in the fields of personality and personality traits.9
^Loc. cit.
5Lo c . cit.
^Loc. cit.
7l q c . cit.
®Loc. cit.
9The details of personality theory are beyond the scope of this dis­
sertation. However, for more detailed treatment, see; Gordon W. Allport, 
Personality: A Psychological Interpretation (New York: Henry Holt and
Co., 193717 Raymond B. Cattell, Personality: A Systematic Theoretical and 
Factual Study (New York: McGraw-Hill Book Co., Inc., 1950); and Raymond B. 
Cattell, Scientific Analysis of Personality (Baltimore: Penquin Books, Inc.,
1965).
Synopses of Personality Studies
In recent years, with the increased availability and popularity of 
psychological tests, many researchers have been using these tests as 
instruments for determining the relationship of personality to human 
behavior. There are vast amounts of literature dealing with personality 
studies. Most of this literature, however, is beyond the scope of the 
present investigation. But there are some studies, within the larger 
area, which serve as a background for the study of personality and its 
effect on the perception of written mass communication. Therefore, a 
review of several related studies will provide some insight into the 
problem of communications and personality. The review will be confined 
to relatively brief summaries of the opinions and research findings 
offered in personality research associated with the communication process.
Some readers might find it helpful to have a preview of what is to 
be found in the following section. Here the emphasis will be on major 
findings and tested hypotheses, and in a general way, the methods that 
have been employed in the study of individual differences. The specifics 
of research design and methodology are left to the reader's intellectual 
curiosity.
This review of personality studies bears upon the above definitions 
of personality and personality traits and will be treated under the fol­
lowing main rubrics; no strict logic of progression is implied: Person­
ality and Persuasibility, Personality Assessment of Effective Oral 
Readers, Personality Traits and Public Speaking, Fear-Arousing Communica­
tions and Personality Differences, Semantic Habits and Personality 
Dimensions, and Literary Style and Personality Traits.
Personality and Persuasibility
Harriet Linton and Elaine Graham, in their study of persuasibility, 
were concerned with identifying variables that were related to change of 
opinion in response to persuasive communications They were also 
interested in determining the fundamental pattern of personality charac­
teristics that seem to predispose an individual to accept or resist per­
suasion, influence, suggestion, and conformity in many kinds of situations. 
A large number of psychological tests were used to measure personality 
organization such as perceptual behavior, attitudes toward the self and 
the world, response to personality test material, and response to dif­
ferent kinds of social influence. Linton and Graham used a total of
eight different psychological tests to examine the phenomenon of 
11persuasibility.
Persuasibility by written communications was measured by an opinion- 
change test. Subjects were asked to read the same three articles on the 
topics'— movie theaters, atomic powered submarines, and antihistamines.
The subjects were all pre-science students. After each subject read the 
articles the researchers evaluated the degree of opinion change for each 
article and based upon these changes the subjects were divided into three 
categories. They were: (l) changers, (2) non changers, and (3) negative
changers.
■^Harriet Linton and Elaine Graham, "Personality Correlates of 
Persuasibility," in Carl S. Hovland and Irving L. Janis, (ed.),
Personality and Persuasibility (New Haven: Yale University Press, 1959)}
pp. 69-101.
l-̂ -The following tests were used in Linton and Graham's study: an
opinion-change test, a test of response in an autokinetic situation, the 
tilting-room--tilting-chair test, the Witkin version of the embedded- 
figure test, an inner-directed versus other-directed questionnaire, items 
from the authoritarian personality questionnaire, a personality question­
naire, a human-figure-drawing test and the Rorschach test. For a brief 
description of these tests see Hovland and Janis, op. cit., p. 70.
Opinion changers, those individuals who were easily persuaded, 
appeared to be guided by external standards, had values that favored 
conformity, had an immature and weak concept of themselves, had a limited 
range of interests, and appeared to be unimaginative. Other notable 
impressions were that changers preferred to avoid thinking about their 
problems, and were likely to use repression as a defense mechanism. The 
use of defense mechanisms seem to indicate there was an apparent lack of 
strong sources of direction within changers, and they coped with life 
situations by relying on external sources of direction. External sources 
of direction are strongly influenced by visual stimuli, and by comments 
Prom another person. The results of the autokinetic situation test 
depicts changers as individuals who did very little to form their own 
judgments and readily accepted the statements of confederates.
Conversely, nonchangers were least likely to be affected by external 
standards. Nonchangers were characterized as individuals who were com­
paratively unaffected by persuasive communication. These individuals 
appeared to have a mature and strong self image, to value subjective 
feeling, and to have a relatively rich inner life. In addition, they 
were critical of themselves and their role in life and they seemed to be 
independent without being rebellious. They also demonstrated self 
assurance, a desire for independence, and a dislike of opposition combined 
with some evidence of tact in social relations.
Other test results indicated that nonchangers valued subjective 
feeling, ideas, intellectual activity, self expression and creative 
achievements, and they desired to live by these values in spite of pres­
sures from social restrictions and conformity.
The autokinetic situation revealed that nonchangers were self- 
assured and formed their own basis for making judgments. And when a 
confederate’s statements were made they did not lose confidence and 
their judgments were little affected.
Negative changers are characterized as not being affected by external 
situations. They are, however, engaged in a struggle to win over per­
ceived hostilities. It was interesting to note that negative changers 
perceived the world as a hostile, destructive place in which they were 
threatened by annihilation. Furthermore, they considered themselves at 
odds with society and strongly rejected authority. This may be a 
suitable description for a present day Hippie.
Phobic tendencies were also evident in the negative changers. They 
perceived themselves as strong people; however, they were deficient in the 
warmer aspects of human relations and emotions.
Evidence indicated that negative changers were affected by sources 
of influence but actively tried to cope with the situation and fought 
against being influenced, rather than being relatively unaffected, as the 
nonchangers. Negative changers resisted the influence of confederate’s 
statements, and none of them changed their judgments to conform with the 
confederate.
The opinion-change test showed that they changed their opinions and
that they were affected by communications, but they reacted negatively.
It is the quality of active resistance to an influence that affects 
them which differentiates them from the changers, who do not resist 
the influence, and from the non changers, who axe relatively 
unaffected by it.^
The study confirmed the notion that there exists an underlying tendency 
in an individual which affects his perception, cognitive processes, attitudes
3-2Ibid., p. 99*
and values, and social behavior. This investigation pointed tip that 
persuasibility is not an isolated phenomenon, but rather it is the pro­
duct of certain underlying attributes of personality. In fact, personality 
patterns make a person more or less susceptible to influence in a wide 
range of situations, regardless of whether the influence arises from 
another person or from written communication.-^
Personality Assessment of Effective Oral Readers
In an effort to determine certain relationships between personality 
and communicative effectiveness of oral readers Shepherd and Scheidel
liftested three null hypotheses. They were:
1. There are no personality differences between effective and 
ineffective oral readers.
2. There are no personality differences between effective oral 
readers and the normative college populations.
3. There are no personality differences between ineffective oral- 
readers and the normative college populations.15
The participants in this study were 72 undergraduate students from 
four sections of a beginning oral reading course. Both students and in­
structors from each section rated the subjects along a continuum of oral 
reading effectiveness. In addition, each subject completed three measure­
ment devices which included a 15-step Oral Reading Rating Scale and two
1objective personality inventories.
13lbid., p. 101.
l^John R. Shepherd and Thomas M. Scheidel, "A Study of the Personality 
Configurations of Effective Oral Readers,” Speech Monograph, XXIII No. 4 
(November, 1956), pp. 298-30U.
15lbid., p. 298.
•̂ 'ihe personality inventories used in this study were Gordon W. 
Allport, Philip E. Vernon, and Gardner Lindsey, Study of Values, A Scale 
for Measuring the Dominant Interests in Personality, and A. L. Edwards' 
Edwards Personal Preference Schedule.
The term effective reader1 was defined by Shepherd and Scheidel as:
"That reader who comuni cat os to an audience from the printed page, works
i] 7of literary art in their intellectual, emotional, and aesthetic entirety."
Positions on the continuum of oral reading effectiveness were used to 
classify subjects as effective or ineffective oral readers. Subjects who 
were on the upper end of the continuum were designated as effective oral 
readers. The ineffective oral reader:: were subjects who ranked at the 
lower end of the continuum.
A statistical analysis of the data rejected the first null hypothesis. 
TeJhen effective and ineffective oral readers were compared, the former 
seemed more inclined to be the aesthetic type. The aesthetic type was
1 ftcharacterized as one who "sees his highest values in form and harmony." 
Bearing on this definition it was not necessary that an individual be a 
creative artist or be effete to be classified as an aesthetic type. How- 
ever, subjects w/ho were chiefly interested in the artistic episodes of 
life were classified as aesthetic types. Scores on the personality inven­
tories revealed that effective oral readers, as a group, had tendencies 
of individualism and self sufficiency.
The second null hypothesis was rejected, also. The data suggested 
that effective oral readers, as a group, placed a high premium on aesthetic 
values. Also, the effective oral reader tended to be self centered, 
independent, and self sufficient. The data further revealed that they 
had very little feeling of inferiority or' self deprecation, and showed 
little concern or sympathy for the welfare of others.
-^Shepherd and Scheidel, op. cit., p. 299*
18Ibid., p. 300.
In spite of their lack of concern for others, they were not regarded 
as antisocial. In fact, the effective oral readers' social relationship 
tended toward eccentricity and self importance. Hie findings concluded 
that this group conformed to the qualities of an aesthetic type of man.
The third hypothesis, which stated that there are no personality dif­
ferences between the ineffective oral readers and the normative college 
populations, was not rejected due to a lack, of consistent personality 
pattern for this group.
The following tenable conclusions were drawn from this investigation.'
1. That effective oral readers differ significantly on certain 
personality characteristics from both the ineffective oral 
readers and the normal college population.
2. The effective oral readers had a more individualistic attitude 
toward the aesthetic, social and practical aspects of life 
than either of the ineffective readers or the normal college 
populations.
3. The ineffective oral reader, on the other hand, did not differ 
significantly from the normal college population. There were 
no consistent and deviant personality patterns manifested by 
the ineffective oral readers.
\
It seems that this study provided a better understanding of the 
personality of the oral reader, and therefore has some implication for 
teaching oral reading.
Personality Traits and Public Speaking
A careful review of the literature on written mass communication 
failed to reveal any studies that were concerned with personality traits 
and its relationship to the perception of such communications. This 
being the case, it was necessary to turn to a somewhat unrelated area, 
although not immediately pertinent to the present investigation, to
19ibid., p. 303-30U.
demonstrate the effects of personality differences on the communication
process.
The literature in speech and psychology, however, is replete with
studies that are concerned with the relationship between personality and 
20speech.
Along the same line, Clyde W. Dow studied personality traits of good
speakers and tried to determine whether or not these speakers possessed a
greater degree of such traits as introversion, extraversion, ascendance,
submissiveness, emotional reaction, hyperkinesis, and hypokinesis than
21the average or poor speakers.
In this study Dow found there was significant proof of a relationship 
between personality traits and ability in public speaking. This proof, 
however, was not conclusive enough to place very much reliability on 
this relationship.
The investigator used 153 subjects to ascertain the personality 
traits of good speakers. These subjects were beginning and advanced 
students in public speaking courses. The author used four types of
Oppersonality inventories to measure the following personality traits
20pOr a comprehensive review of the more important studies on speech 
and personality see Fillmore H. Sanford, "Speech and Personality," Psycho­
logical Bulletin, XXXIX No. 1 (December, 19*42), pp. 811-8*45.
21-Clyde W. Dow, "The Personality Traits of Effective Public Speakers," 
Speech Monographs, XXVII No. *4 (December, 19*4l), pp. 525-532.
22^he measuring instruments used to determine the trend and degree of 
personality were: C. A. Neyrnan and K. D. Kohlstedtj, A Diagnostic Test
for Introversion-Extraversion; G. W. Allport and F. H. Allport, Measuring 
Ascendance-Submission in Personality; S. L. Pressey, X-0 Tests for Investi­




3. Greater and lesser degrees of emotional reaction
h. Hyperkinesis— Hypokinesis^3
Semester grades were used as student's ability in public speaking.
Only grades for extemporaneous public speaking were considered; grades 
for written or for literary, and dramatic interpretation were not included 
as a measure of subject's public speaking ability.
An analysis of the data revealed the following:
1. The above personality traits were positively related to ability
in public speaking. As stated earlier, this relationship was
not sufficiently high enough for the author to speak with 
certainty about the value of that connection to public speaking.
2. There was a positive, (.17 + .0^9), but not completely a reliable
relationship between extraversion and public speaking. Dow 
pointed out that introverts, too, may be good speakers, but 
there were more favorable indications that extraverts were 
better speakers.
3. Ascendancy, individuals with a strong desire to dominate, was 
sufficiently related (.^3 + .0^0) to ability in speaking. From 
this positive relationship one may conclude that good speakers 
tended to be very domineering.
U. The relationship between emotional reactions and public speaking
skills was low and negative (-.18 + .053)* This finding indicated
that, generally, superior speakers experienced less bodily changes
phin feeling, surprise or upsets than inferior speakers.
23dow, op. cit., p. 525*
2^Ib.id., p. 530.
5. The hyperkinetic personality, which is characterized as being 
tremendously active, appeared to be a definite asset to good 
public speaking, but it was not completely statistically 
reliable (.18 + .0^9).
In spite of the small correlation coefficient discovered in this 
study, a very important trend was noted. This trend revealed that the 
best speakers tended to be extraverted, dominant, self sufficient, and 
more stable emotionally. Since the ascendance trait had such a signifi­
cant relationship to good public speaking, the author suggested that 
speech teachers in their attempt to train students to become effective 
should try to develop in than that personality dimension.
The investigator further suggested that there would be no harm in 
trying to develop the traits of extraversion and hyperkinetic, and at the 
same time try to decrease emotional reactions. There were, however, no 
significant indications that improvement in these personality dimensions 
would necessarily result in better public speakers.
Fear-Arousing Communication and Personality Differences
Janis and Feshbach investigated anxiety predispositions associated 
with personality differences in responsiveness to fear-arousing communi­
cations.
The study of responsiveness to fear-arousing communications was 
carried out with the aid of 193 high school students. These students 
were exposed to an illustrated lecture on dental hygiene. The researchers 
gave two lectures, but the content of the presentation was not identical.
“̂ irving L. Janis and Seymour Feshbach, "Personality Differences 
Associated with Responsiveness to Fear-Arousing Communications," Journal. 
of Personality, XXIII No. 2 (December, 195^)> PP» 15^-166.
One of the lectures contained strong fear appeals which illustrated and 
emphasized the threat of pain, disease, and body damage, while the other 
included very little fear-arousing material. Most of the material on the 
dangerous consequences of poor dental hygiene was omitted from the second 
lecture. The subjects were randomly assigned to one or the other lectures.
A personality inventory and teachers’ rating were used to divide the 
subjects into high and low anxiety predisposed groups. The degree to 
which each subject was influenced by the communication was ascertained 
by two attitude change tests, one of which measured the resistance to 
counter statements such as, it did not matter what kind of toothbrush a 
person used. These statements contradicted the previous week's lecture 
which emphasized the use of a certain type of toothbrush. The other atti­
tude change test noted the changes in the direction of conformity with 
dental hygiene recommendations by comparing the tooth brushing practices 
reported one week after exposure to the lecture with those reported one 
week before exposure.
The investigators compared high-anxiety subjects with low-anxiety 
on basis of their responsiveness to persuasive communication on dental 
hygiene. High and low anxiety subjects within each of the experimental 
groups were compared. For instance, the high and low anxiety students 
that were exposed to strong fear-arousing communication were compared 
among themselves. Like comparisons were made between high and low anxiety 
subjects that received the "watered down" presentation on dental hygiene.
The results of these comparisons indicated that high anxiety sub­
jects were less influenced by strong fear-arousing communications than 
the low anxiety subjects.^ The authors concluded that the higher the
26Ibid.? p. 162.
level of fear or anxiety elicited by a communication the greater the 
chances are that it will reduce the effectiveness of a persuasive communi­
cation.^
In contrast, the low anxiety subjects that were exposed to the "watered
28down" lecture were less influenced than the anxiety subjects. However, 
both groujjs were equally resistant to the contradictory statement that it 
did not matter what type of toothbrush a person used.
The data which was concerned with attitude changes showed that more 
changes in attitude occurred among the high anxiety than the low anxiety 
subjects when exposed to strong appeal communication. On the other hand, 
the difference between high and low anxiety students with respect to mini­
mal appeal was not as great as the strong appeal. Evidence seemed to 
suggest that mild fear-arousing communication has the same or even a 
greater effect on high-anxiety as on low anxiety individuals.
The results of this investigation tends to support the following 
general hypothesis:
When a relatively high degree of fear or anxiety is aroused by a 
persuasive communication, the recipient will become stimulated to 
develop defensive reactions which interfere with acceptance of 
the communicator's message.3®
^Loc. cit.
2^Ibid., p. 163. 
^9pbid., p. l6i+.
Semantic Habits and Personality Dimensions
Nunnally and Flaugher investigated the relationship of semantic
habits to personality variables.3^ The authors defined semantic habits
in the following manner:
Essentially, semantic habits concern individual differences in the 
tendency to use one rather than another mode of ascribing meaning 
to objects in the human and material environment.
More specifically, semantic habits are a means of assigning meaning to 
objects through the use of words, and defining, describing, categorizing 
or depicting personal reactions to these objects. For example, some 
individuads have a tendency to use pleasant words such as good, pretty, 
sweet, and so on, while others are inclined to unpleasant words like bad, 
ugly, sour, and so on. These tendencies reflect individual differences.
The researchers used 3,000 subjects to carry out their investigation 
of semantic habits and their relationship to personality traits. Hie sub­
jects included nursery school children, high school students, college 
freshmen, and military personnel. Various types of personality inven­
tories were used to measure individual differences.
Among 822 college freshmen, Nunnally and Flaugher found some correla­
tion between the use of pleasant words and extraversion as scored by the 
Maudsley Personality Inventory. The investigators also found that college 
freshmen that ascribed unpleasant words to objects were inclined to be 
slightly neurotic as determined by the same personality inventory.
Working with 29U military personnel, the researchers discovered that 
there was a negative correlation between categorized responses and morale 
loss scale which was derived from the Minnesota Multiphasic Personality
31jim C. Nunnally and Ronald L. Flaugher, "Correlates of Semantic 
Habits," Journal of Personality, XXI No. 2 (June, 1963), pp. 192-201.
3^lbid., p. 201.
Inventory (MMPl). The morale loss scale characterizes individuals as 
being depressed. Generally, depressed individuals suffer from constricted 
thinking and are expected to give few categorized r e s p o n s e s . 33 There was 
a positive correlation between disturbed soldiers and categorized responses.
In still another study of 720 college freshmen Nunnally and Flaugher 
found many statistically significant correlations with scores from the 
Edwards Personal Preference Schedule (EPPS). Male students, for example, 
who were inclined to categorize things and ascribe meaning to objects in 
denotative terms scored high on the following personality variables; 
Dominance, Order, and Endurance. They also tended to score low on the 
Succorance Scale of the EPPS. Similar findings showed that male students 
who tended to use pleasant words rated high in Affiliation, Succorance, 
Nurturance, and low in Achievement, Deference, and Order. On the other 
hand, male students who were inclined to assign unpleasant words to 
objects scored high in Affiliation, Succorance, Abasement, and Nurturance, 
and low in Intraception, Dominance, and Endurance.
In contrast, female college freshmen who tended to categorize things 
and responded in denotative terms scored high on the order scale of the 
EPPS; whereas, those female freshmen who were prone to assign pleasant or 
unpleasant meanings to objects tended to be low in achievement.
The data seems to support the notion that there is a relationship 
between performance and inventory measures of personality, although none 
of the correlations were very high. In spite of this, the individual 
differences as related to semantic habits may offer new insights into 
the study of interests, values, needs, and characterize modes of social 
interaction.
33ibid., p. 197.
Literary Style and Personality Traits
The work of Allport, Walker, and Lathers demonstrated that there are 
individual differences in written composition.^4 The authors were pri­
marily interested in the most highly generalized traits of individuals 
which seem to be expressed in their writing.
Working with nine themes from each of 70 students, the researchers 
found that anonymous themes of college students could be successfully 
matched with other themes from the same student. The themes were collected 
over a period of eight months and afterward the investigators attempted to 
group together all of the themes written by each subject. The success of 
these matchings were computed in terms of a contingency coefficient of 
.60 + .062. The magnitude of this coefficient indicated that anonymous 
themes written by students can be identified as to authorship on the basis 
of individuality.
Allport and his associates successfully matched the themes by making 
judgments concerning personality characteristics of the writers. The 
investigators found that a certain common quality or trait characteristic 
would transcend the particular topic and revealed students’ identities.
One student was tolerant and had a sense of humor, while another subject 
indicated that he was never at a loss for new ideas and had a pervasive 
self-consciousness. These are but two examples of 20 case studies which 
illustrated what seemed to be the relation of characteristics of person­
ality to written composition.
3̂ -Floyd H. Allport, Lynnette E. Walker, and Eleanor Lathers, "Written 
Composition and Characteristics of Personality," Archives of Psychology, 
XXVI No. 173 (December, 1934), pp. 1-82.
35ibid., p. 39-40.
3^Ibid., p. 65.
The authors, however, acknowledged that the identifying characteris­
tics of the themes were too elusive to be stated adequately in language.
Hie themes were evaluated for their form-quality of the individual.
However, good "English” was used occasionally as a basis of identifica­
tion in certain cases, as well as such cues as simple, complex, involved 
or loose sentences, details of organization, and students orientation 
toward their topics. Thus in some instances the researchers evaluated 
the themes based upon grammatical and lexical cues. Uncomplicated sen­
tence structure, for example, occurred in the themes of the person judged 
to be direct and uncomplicated.
For the most part the authors judged the writing style through 
intuitive perception of form-quality and concluded that style could be 
more successfully identified on the basis of generalized personality traits 
of the writers as they are revealed in the writing rather than on the basis 
of objective and mechanical cues.
Allport and his associates suggested that the evidence of personality 
traits as shown in composition could be combined with that of personality 
tests, and interviews in order to produce results of value not only for 
the science of personality and the teaching of English, but for the 
guidance of students as individuals.^
The above summaries demonstrate that personality characteristics, do, 
in fact, influence the communication process. However, these studies of 
individual differences should serve as a framework for the remaining chap­
ters which deal with personality traits as measured by Cattell's Sixteen 
Personality Factor Questionnaire and its relationship to written mass 
communication.
0 ̂ Ibid., p. 71’
In this connection, the subsequent sections discuss the specifics of 
Cattell's Sixteen Personality Factor Questionnaire and review some experi­
mental studies of personality traits as measured by this personality 
inventory.
Cattell* s Sixteen Personality Factor Questionnaire 
This section will be devoted to describing and discussing the psycho­
logical test used in this study— Cattell's Sixteen Personality Factor 
Questionnaire.
The 16 P.F. is an instrument designed to measxire 16 dimensions of 
personality which have been derived empirically by Cattell and his asso­
ciates. These dimensions, based on exhaustive factor analytic research, 
correspond to personality factors in objective tests and behavior rating.
The test is not designed solely to measure neurotic or psychotic conditions 
but attempts to cover the whole personality.
The Nature and Validity of the Sixteen Factors
The comprehensive nature of this test is best described by Cattell 
and Eber:
The 16 P.F. is the psychologist's answer, in the questionnaire 
realm, to the demand for a test giving fullest information in the 
shortest time about most personality traits. It is not merely con­
cerned with some narrow concept of neuroticism or "adjustment," or 
special kind of ability, but sets out to cover planfully and pre­
cisely all the main dimensions along which people can differ, 
according to basic factor analytic research.
Since the factor structure of the l6 P.F. has been used in cross- 
cultural surveys and translated into French, Italian, and Japanese there 
is little doubt that the personality traits measured by this test are in
38Raymond B. Cattell and Herbert W. Eber, Handbook for the Sixteen 
Personality Factor Questionnaire (Champaign, 111.: Institute for Personality 
and Ability Testing, 1957)> p. !•
essence universal in nature. Therefore, any research findings based upon 
these traits will have scientific generalizability and extensive value in 
clinical psychology and other applied fields.39
The l6 dimensions of personality determinable by this test are based 
on a considerable amount of research directed toward unitary, independent, 
and real-life situations where important source traits are discernible. 
Source traits affect overt personality such as intelligence, emotional 
stability, super-ego strength, surgency, and dominance.^ The vocabulary 
of the test is comparable to the ones found in daily newspapers and there 
is no writing required other than placing checks in the proper boxes on a 
separate answer sheet. Since the test requires no writing it can be 
administered to groups or to an individual.
Many of the personality tests that are administered to determine 
personality traits are generally not well founded upon factor analytic 
research and consequently these tests have failed to bring out the separate
leiaspects of the individual's personality. In contrast, the 16 P.F. has 
been properly validated with respect to the primary personality factors 
that are inveterate in general psychological research.
It is also interesting to note that the l6 P.F. is unique in:
1. having every item possessed of a demonstrated saturation with 
the respect to each of the factors which it sets out to measure.
39Raymond B. Cattell and John H. Morony, "The Use of the l6 PF in 
Distinguishing Homosexuals, Normals, and General Criminals," Journal of 
Consulting Psychology, XXVI No. 6 (December, 1962), pp. 531-5^0.
^Cattell and Eber, Loc. cit.
^Ibid., p. 2.
2. having proof that each of the questionnaire factors corresponds 
to a primary personality factor found elsewhere, i.e., beyond 
the questionnaire realm, notably in rating in real-life behavior 
situation in the Objective Analytic Factor Battery, in social 
response patterns and in abnormal, pathological behavior.^
Description of the Sixteen Source Traits
Two levels of nomenclature are used to describe source traits. The 
names used for the source traits include both professional and popular 
titles. The bipolar description of the 16 personality factors are shown 
in Table I.
The laymen descriptions are also included in Table I for each techni 
cal title to further acquaint the reader with Cattell's personality inven 
tory. The four factors that are labelled Q indicate that they have been 
established only in the questionnaire realm of tests. However, these 
four factors do predict those personality traits indicated in Table I.
The technical titles in Table I are followed by the standard symbol—  
alphabet index, with plus and minus notations to indicate that a low 
score (-) corresponds to the description at the left and a high score (+) 
represents the behavior at the right.
A fuller description of the psychological meaning of each of these 
factors is beyond the scope of this section. A complete analysis of the 
source traits is, however, given in the Handbook for the Sixteen Person­
ality Factor Questionnaire.
It is important to note that the main dimensions of each personality 
factor have been found necessary and adequate to cover all kinds of 
individual differences that are common in speech and psychological
TABLE I
CATTELL’S CAPSULE DESCRIPTION OF THE SIXTEEN 
PRIMARY PERSONALITY FACTORS*
Low Score Description Alphabet Index High Score Description
Sizothymia, A- Factor A
(Reserved, Detached, Critical, Aloof)
Lower Scholastic Mental Capacity, B- Factor B
(Less Intelligent, Concrete Thinking)
Lower Ego Strength, C- Factor C
(Affected by Feeling, Emotionally Less 
Stable, Easily Upset)
Submissiveness, E- Factor E
(Humble, Mild, Accommodating, Conforming)
Affectothymia, A+
(Warmhearted, Easy-Going, Participating)
Higher Scholastic Mental Capacity, B+
(More Intelligent, Abstract Thinking, Bright)
High Ego Strength, C+
(Emotionally Stable, Faces Reality, Calm, 
Mature)
Dominance, Ef
(Assertive, Aggressive, Stubborn, Competitive)
Desurgency, F-
(Sober, Prudent, Serious, Taciturn)
Weaker Superego Strength, G- 





(Happy-Go-Lucky, Impulsive, Lifely, Gay)
Stronger Superego Strength, G+
(Conscientious, Persevering, Staid, Moralistic)
Threctia, H-
(Shy, Restrained, Timid, Threat-Sensitive)
Factor H Par mi a, H+
(Venturesome, Socially Bold, Unhibited)
Harria, I- Factor I
(Tough-Minded, Self-Reliant, Realistic,
Non-nonsense)
Alaxia, L- Factor L
(Trusting, Adaptable, Free of Jealousy)
Premia, 1+
(Tender-Minded, Clinging, Over-Protected, 
Sensitive)
Protension, L+
(Suspicious, Self-Opinionated, Hard to Fool)
TABLE I (Continued)
Lo~w Score Description_____________________Alphabet Index____ High Score Description
Praxernia, M-
(Practical, Careful, Conventional, 
Proper)
Factor M Autia, M+
(imaginative, Wrapped Up In Inner Urgencies, 
Careless of Practical Matters)
Artlessness, N- 
(Forthright, natural, Artless, 
Unpretentious)
Factor N Shrewdness, N+
(Shrewd, Calculating, Worldly, Penetrating)
Untroubled Adequacy, 0- 
(Self-Assured, Confident, Serene)
Factor 0 Guilt Proneness, 0+
(Self-Reproaching, Worrying, Troubled)
Conservatism, Qq_-
(Conservative, Respecting Established 
Ideas)
Factor Qq Radicalism, Qq+
(Experimenting, Liberal Analytical, Free- 
Thinhing)
Group Adherence, Q2- 
(Group-Dependent, A "Joiner" and Sound 
Follower)
Factor Q2 Self-Sufficiency,
(Self-Sufficient, Prefers Own Decisions, 
Resourceful)
Low Integration, Qo- 
(Undisciplined Self-Conflict, Follows 
Own Urges)
Factor Qg High Self-Concept Control, Q^+ 
(Controlled, Socially Precise, Following 
Self-Image)
Low Ergic Tension, Q^- 
(Relaxed, Tranquil, Unfrustrated
Factor High Ergic Tension, Q^+
(Tense, Frustrated, Driven, Overwrought)
Source: Answer Sheet: The l6 P.F. TEST, FORM C and 16 P.F. TEST PROFILE Sheet.
*Parentheses indicates laymen description of the 16 Frimary Personality Factors.
literature.^3 jn fact, the l6 P.F. leaves out no important dimension of 
the total personality.^
In addition, each of the personality factors presented in Table I is 
independent of one another, which signifies clear functional unity. 
Therefore, it is possible to combine the score of one factor with the 
score of any other factor. Moreover, these factors are known to be 
important from the standpoint that each has a sufficient influence on 
behavior. These factors are reflected in psychological processes of 
maturation, learning, and interaction with psychological state. '
Test Design, Reliability, and Validity
Even though the l6 P.F. has been properly validated^ it would be
erroneous to assume that it is a universally valid instrument. Test
results are known to differ between cooperative and uncooperative, well-
educated and poorly educated subjects. Differences also have been noted
between honest respondents and those who deliberately distort responses.
The most valid application of the 16 P.F. has been, under conditions of
wresearch, with students, and with cooperative anonymous subjects. 1
The 16 P.F. Questionnaire is so constructed that the majority of the 
questions are indirect and subjects would not perceive them to be related 
to specific personality traits. Since the questions are presented in an 
indirect manner, this greatly reduces deliberately distorted responses.
^ L o c . cit. 
kliLoc. cit.
^ Ibid. s p. 3.
^ Ibid., p. 2.
^Loc. cit.
Moreover, "the question responses are interpreted as behavior, not as 
valid self-rating.
Each item in the 16 P.F. has three response alternatives or categories. 
The test instruction cautions respondents, not to utilize the middle cate­
gory unless absolutely necessary. The end categories measure either 
extreme of a personality dimension, while the middle category is an 
"uncertain" or "in between" category. Questions pertaining to intelli­
gence, however, have two categories which are incorrect; and the third 
is correct.
Another interesting facet of the l6 P.F. is that three possible test 
lengths are available. The variations in lengths permit the researcher to 
administer tests according to the available time and desired measure of 
reliability. Each of the three possible tests measures the same 16 
personality factors, and the results are equivalent when expressed in 
standard scores. These tests are referred to as Form A, B, and C. Forms 
A and B contain 187 questions and require a minimum of 35 to kO minutes to 
administer, whereas Form C, the shortest of the three, contains 105 items 
and a minimum of 20 minutes is needed to administer the test.
In spite of the varying lengths of the l6 P.F., this test has the 
highest possible reliability for the number of items contained in the 
questionnaire.̂
The l6 P.F. coefficient of reliability takes three major forms:
Consistency, Equivalence, and Stability coefficients. No data 
is given on the last, because stability varies too much with unde- 
finable conditions and is a characteristic of the trait rather than 
the test. For example schizothymia . . . and intelligence . . . vary
little from day to day, but ego strength . . . and still more, 
surgency . . . , fluctuate in level a good deal. This matter 
belongs, therefore, to the psychology of personality.5°
In addition, the consistency coefficients are extremely high in the
In arriving at the validity of the 16 P.F. Cattell and his associates 
retained only those items in the questionnaire which survived three suc­
cessive factor analyses. The authors state:
These analyses both verified the existence and structure of 
l6 factors, and cross validated the items against the factors on 
different adult population samples.^
A high correlation of validity also exists in the l6 P.F. In fact, 
the validity is high for the entire profile and not just a few selected 
items.
In terms of reliability and validity it is desirable to administer 
all three forms of the l6 Personality Factor Questionnaire to achieve the 
highest possible reliability and validity of measurement for the pri­
mary personality factors.
\
Administering and Scoring the l6 P.F.
As previously stated, the l6 P.F. may be administered to individuals 
or to groups. Individual tests are administered for clinical use, while 
group tests are given in an educational or industrial situation.
16 P.F.51
^Ibid., p. k.
^The consistency of coefficient for each of the l6 personality fac­
tors are:
A = 0.90 F = 0.8U
B = 0.86 G = O .85
C = 0.93 H = 0.83
E = 0.91 I = 0.76
L = 0.77 
M = 0.88 
N = 0.79
0 = 0.85
Qp - 0.71 
02 = 0.79 
to = 0.76 
to = 0.88
53ibid.9 p. 5 .
The l6 P.F. Questionnaire is relatively simple to administer. In 
fact, complete instructions are given on the first page of the test book­
let. As with most tests of this type, when administered to a group, 
there tends to be a skewed distribution in the time it takes to complete 
the test. The average time for completing Form A and B is about 1+0 
minutes, whereas most examinees can complete Form C in 20 minutes. How­
ever, there is not a definite time limit for completing this personality 
survey.
Scoring the test presents no formidable task. The responses to the 
l6 P.F. are scored in this manner: all right answers receive a score of
two points, the in-between answers one point, and all wrong answers zero. 
This procedure is used to ascertain the raw score for personality factors. 
However, once the raw scores are determined they are then converted to 
standard personality scores. Standard personality scores may be inter­
preted in point scales of sten or stanines. 'The sten point scale contains 
ten equal interval standard score points, whereas the stanines has nine 
points.
The sten is frequently preferred by most 16 P.F. users. This is 
understandable since most people think better in terms of a ten-point 
scale. The sten scale for the population average is fixed at 5.5; how­
ever, the "normal" scores for the examinee may be five or six. Individuals
with a sten score of 1+ or 7 are considered to be a definite departure from 
ql±the average.-'
The architects of the l6 P.F., in their effort to ascertain precise 
measures of personality dimensions, have incorporated a motivation
^Ibid., p. 7.
distortion allowance, which attempts to reduce errors that generally occur 
in questionnaire types of personality surveys. Errors in personality in­
ventories of this type are due to the following:
1. the subject's false ideas about himself;
2. his dishonesty in trying to present a false picture of himself;
3. the changing intensity, in various situations, of the subject's 
motivation to present a distorted picture, consciously or
unconsciously.55
The motivation distortion or lie detecting scale is only found in 
Form C of l6 P.F. The need for motivation distortion scale in Form C 
resulted from its extensive use in mass testing where there is a strong
56attempt to "fake" answers in order to create a desirable image. However,
57distortion is greatly eliminated by the test construction. 1 The questions 
are not questions where the answers, to them are accepted at face value in 
determining behavior.5® in fact, the questions are quite indirect in their 
meaning and correlate with the personality factors.59
Norms for the 16 P.F. Questionnaire have been developed for both 
college students and the general public. Norms for college students are 
based on a larger sample than those for the general p u b l i c . Evidence 
shows that personality profile and distribution for college students differ 
significantly from that of the general population.^
55j[bid., p. 6.
5^Lo c . cit.
5^Lo c . cit.
5^ibid., p. 7.
59l q C . cit.
6oIbid., p. 9-
^ L o c . cit.
The researcher must carefully select the norm tables which best suit 
his particular needs. The authors of the l6 P.F. have developed some 13 
norm tables. This writer used the stens norm table for American College 
Students: Men and Women Together. This table was selected for converting
raw scores into standard scores because the researcher's subjects were all 
colleg-e students. Second-order factors of extraversion-introversion were 
also utilized in this investigator's research.
A Summary of Selected Studies Utilizing the l6 P.F.
The present section will attempt to report the findings of studies 
which utilized the 16 P.F. A survey of the psychological literature 
revealed that the l6 P.F, had been used as the basis for a variety of 
research studies. These studies were concerned with whether or not cer­
tain psychological characteristics descriptive of personality were related 
to behavioral differences which characterizes man's behavior. Examples of 
such differences include behavioral differences in successful and unsuc­
cessful students, social mobility, voting, union activity, and many other 
types of behavior. It is, however, beyond the scope of this study to 
report the findings of all studies pertaining to the l6 P.F. A summary 
of certain selected studies may serve to acquaint the reader with the 
significance of the l6 P.F., and demonstrate and perhaps justify the use 
of personality inventories in behavioral research. The following studies 
will attempt to show in detail how personality dimensions are related to 
human behavior.
Personality Profile of Student Smokers
Cattell and Krug administered the l6 P.F. to a group of male and 
female college students to determine the personality characteristics of
smokers.^ All forms of the 16 P.F. were administered to 256 undergraduate 
students to measure all of the l6 personality factors. The personality 
fs-ctors of smokers and non-smokers were compared.
The researchers used a questionnaire to obtain information about 
smoking practices. Additional information on certain demographic variables 
was also secured during the investigation. The demographic variables in­
cluded religious interest, regional and social status, whether or not the 
father and mother were smokers, and so on.
An analysis of the l6 factors revealed that the most significant 
personality factors of the smokers were surgency, affectothymia, and 
premsia. Surgency is characterized as cheerful, talkative, serene, happy- 
go-lucky, frank, expressive, quick and alert.Affectothymia, on the 
other hand, characterizes a person as being good natured, outgoing, easy­
going, ready to cooperate, attentive to people, soft hearted, kindly, 
trustful, adaptable, and warm hearted.^ The permsic person tends to be 
venturesome, tender-minded, imaginative, introspective, artistic, fastid­
ious, excitable. Other indications of a premsic person are: demanding,
impatient, dependent, impractical, and showing a dislike for crude 
p e o p l e . t e s t  results also showed that smokers were more extra­
verted.
Since affectothymia and surgency were significantly associated with
6?Raymond B. Cattell and Samuel Krug, "Personality Factor Profile 
Peculiar to the Student Smoker," Journal of Counseling Psychology, XIV 
No. k (March, 1967), p. H7-
63Ibid., pp. 116-121.
^,+Cattell and Eber, op, cit., p. 13.
^Ibid. } p. 11.
smokers the authors concluded that smoking commonly begins in a social 
setting.
There were significant negative correlations between smoking and 
certain demographic variables. For example, smoking was negatively 
related to religious interest and attendance at religious services.
It is interesting to note that Cattell and Krug found that smoking 
was related to those individuals who were: more well-to-do; more pro­
tected from the world; more interested in arts than sciences; from smaller 
families, and so on.^
The associations in this study were significant enough to charac­
terize smokers as outgoing, happy-go-lucky, and venturesome.
Personality Patterns of Failing College Freshmen
The 16 P.F. has also been employed to determine personality differences
between successful. and unsuccessful college freshmen. In an effort to 
determine personality patterns of unsuccessful college freshmen, Osman 
studied 201 students who withdrew failing from Indiana State College after 
their first year of academic study. '
In the test of significant differences the researcher noted that of
the l6 personality factors measured by the l6 P.F., ten were significantly 
different from the norm groups. The norm groups consisted of 36^ male 
students and 302 female students. Of the 201 students that withdrew failing 
137 were male and 6k were female.
^Cattell and Krug, op. cit., p. 120.
67‘William L. Osmon, "The Personality Patterns of Failing Freshmen," 
Indiana State College, 1961-62, The Teachers College Journal, XXV No. 2 
(November, 1963), pp. 61-65.
The factors shown to be significantly different among failing male 
students were:
Factor B— Mental Defect (Dull, Low General Ability)
Factor F— Surgency (Enthusiastic, Talkative)
Factor L--Protension (Suspicious, Self-Opinionated)
Factor N— Shrewdness (Calculating, Worldly)
Factor 0— Guilt Proneness (Apprehensive, Insecure)
Factor Qq_-~Conservatism (Conservative, Respecting Established Ideas) 
Factor Qg--Group Dependency (A "Joiner" and Sound Follower)
Factor — Poor Self-Sentiment Formation (Uncontrolled, Lax)
Factor Qj+--High Ergic Tension (Tense, Excitable)
Factor B coincided for both men and women, and as one would expect the 
level of intelligence contributed to the attrition rate of those college 
freshmen. Further findings indicated that men were more extraverted, but 
at the same tine they were suspicious and self-opinionated. The person­
ality traits of extraversion and suspicion are indicative of Factors F and 
L respectively.
Another factor which coincided for both men and women was 0. Factor 0 
characterizes individuals as being insecure, depressed, moody and as having 
childlike tendency to anxiety in difficulties. Both males and females 
that withdrew were also characterized as being tense and excitable. This 
characterization is indicative of Factor Q^. Further analysis indicated 
that men were overly cautious, moderate, and opposed to any change. This 
personality dimension is descriptive of Factor Q^. Men were also found to 
be disinclined to make decisions for themselves and were dependent upon 
others for social approval and administration--Factor Qg.
The author concluded that men and women who withdrew from college 
failing were not "abnormal" in the clinical, sense. The findings did indicate
however, that there were definite personality differences between success­
ful and unsuccessful college freshmen.
Hie Relationship Between Personality and Reading Ability
In an effort to determine the relationship between reading ability 
and personality factors, Anderson administered two tests— the Cooperative 
Reading Test (Higher Level Form Y) and the Cattell l6 P.F. (Form A).
These tests were administered to 1+15 entering freshmen at the University 
of Western Australia. Of the kl5 students, 290 were male and 125 were 
female.
The personality factors which showed a consistent relationship be­
tween reading scores were B, G, I, M, Qq, and Qg. As indicated by Factor 
B, students who scored high on the reading test were generally more 
intelligent than those who scored low on the reading test. Factor G 
denotes that the better readers were less conscientious and less per­
severing, but they were generally more sensitive as noted by Factor I.
Those students who scored high on the reading test further indicated 
that they were: (l) more introverted (Factor M), (2.) more radical 
(Factor Q,-̂), and (3) more self-sufficient (Factor Q^) than those who were 
poor readers. In summary, the general personality description of the 
better readers may be characterized as being introverted, emotionally 
sensitive, self-sufficient, radical, and weak in superego strength.
In review of the research findings presented above it may be con­
cluded that the l6 P.F. can be successfully utilized in behavioral 
research to denote individuality. Moreover, since the l6 P.F. clearly
^®A. W. Anderson, "Personality Traits in Reading Ability of Western 
Australian University Freshmen," Journal of Educational Research, L No. 6 
(February, 1961), pp. 23^-237.
identified personality characteristics of smokers, failing college 
freshmen, and better readers it may be further concluded that it can be 
effectively employed in obtaining the stated objectives of the present 
experiment.
Some other noteworthy studies which have employed the l6 P.F., to 
mention a few, are: ^ "The Use of the 16 P.F. in Distinguishing Homo­
sexuals, Normals, and General Criminals," "Personality Orientations of 
Farm, Village, and Urban Boys," and "The Relation of the Vocational 
Preference Inventory to the Sixteen Personality Factor Questionnaire."
The Semantic Differential 
The previous section focused upon the nature of the l6 P.F. and 
various studies which utilized this personality inventory. In an effort 
to further acquaint the reader with the research tools used in this study, 
the subject of this section is devoted to the semantic differential. 
Attention is directed first to the nature and mechanics of the semantic 
differential. Then consideration is given to various studies which 
attempt to show the versatility and the diversity of application of the 
semantic differential in behavioral research.
Nature and Mechanics of the Semantic Differential
The description and rationale for the semantic differential is 
extensively described by Charles E. Osgood and his associates in one
^Raymond B. Cattell and John H. Morony, "The Use of the l6 PF in 
Distinguishing Homosexuals, Normals, and General Criminals," Journal of 
Consulting Psychology, Vol. XXVI, No. 6 (December, 1962), pp. 531-5^0;
"Hie Relation of the Vocational Preference Inventory to the Sixteen 
Personality Factor Questionnaire," Journal of Applied Psychology, XL,
No. 3 (August, i960), pp. 29I-296; A. 0. Haller and Carole Ellis Wolff, 
"Personality Orientations of Farm, Village, and Urban Boys," Rural 
Sociology, XXVII No. 3 (September, 1962), pp. 275-293J for complete 
bibliography listing of research studies utilizing the l6 P.F. consult 
The Handbook for the Sixteen Personality Factor Questionnaire.
70volume entitled The Measurement of Meaning.1
Basically, however, the semantic differential is a combination of 
word associations and scaling techniques designed to give an objective 
measure of the connotative meaning of concepts.7-1- More specifically, this 
technique measures meaning defined as a representation mediation process, 
learned state, that is elicited by signs. Responses to the semantic dif­
ferential serve as an operational index of the representational mediation 
process or meaning.
The underlying logic assumes the existence of a semantic space; "a
72region of some unknown dimensionality and Euclidian in character." Thus
the meaning of a concept has a place in this multidimensional semantic
space. The semantic space generated by the semantic differential is
arrived at by having individuals rate concepts along graded scales, each
having polar adjectives as end points. Therefore, the connotative meaning
of a concept is measured as a point in the semantic space. A concept with
out any meaning would rest at the point of origin for all dimensions. The
meanings of concepts are represented by their position in the semantic
space and they are distinguishable from individual to individual and from
group to group.73 semantic differential technique is considered to
7I1be relatively free from response biases.1
^Charles E. Osgood, George J. Suci, and Percy H. Tannenbaum,





7I' Norman S. Endler, "Changes in Meaning During Psychotherapy as 
Measured by the Semantic Differential,” Journal of Counseling Psychology, 
VIII No. 2 (Summer, 1961), p. 105.
Osgood, in his basic hypothesis, defined meaning operationally as the 
point of intersection of the component dimensions upon which meaningful 
objects have been judged. Thus the meaning of a concept is located by 
finding its dimensions and then ascertaining the distance along each dimen­
sion which indexes its position. Each dimension is measured by a. seven 
point, equal-interval ordinal scale. Specifically, the scales are seven- 
step, bipolar, adjectival scales representing linear functions and passing 
through a common origin. Adverb modifiers qualify each step on the scale; 
the greater the intensity of the association, the more extreme the dis­
placement towards one or the other polar terms. With a sufficient number
of bipolar scales to embrace various dimensions, it is then assumed that
75meaning can be definitely and accurately located. ^
Bipolar Adjectival Scales and Factors of Connotative Meaning
The adjectival scales were selected from 50 pairs of empirically 
defined and factor analyzed polar adjectives, with heavy factor loading 
labeled "evaluative," "potency," and "activity." The manner in which 
these scales were developed, the various experiments designed to refine 
and evaluate them, and the ways in which the measuring instrument has been 
utilized in various disciplines are well reported in The Measurement of 
Meaning. The scope of this section does not permit reviewing the numerous 
approaches that were used in finding and testing these scales. The 
"evaluative" factor is the attitudinal component of meaning and signifies 
whether or not a concept is "good" or "bad." Potency is concerned with 
the intensity of "goodness" or "badness." The "activity" factor is inde­
pendent of both "evaluative" and "potency" factors. The "evaluative"
^Raymond G. Smith, "Development of a Semantic Differential for Use 
with Speech Related Concepts," Speech Monographs, XXVI No. ^ (November,
1959), P. 263.
dimension is represented by such scales as good-bad, timely-untimely, 
kind-cruel, beautiful-ugly, successful-unsuccessful, important-unimportant,
true-false, and wise-foolish; and the "potency" dimension is represented
7 6by hard-soft, masculine-feminine, large-small, and strong-weak. The
"activity" dimension is characterized as active-passive, fast-slow, hot-
77cold, sharp-dull, and angular-round.
The "evaluative," "potency," and "activity" factors are regarded by
Osgood as being the three principal dimensions of connotative meaning.
In addition, there are five other dimensions of connotative meanings.





5. "Aggre s s ivene s s"--aggre s s ive-de fens ive
Indexes are established for each of these factors by using the
seven-step, adjectival, bipolar scale. With this seven-point scale it is 
possible to make quantitative comparison of the meaning of concepts for 
each respondent or groups of respondents. To illustrate, the concept
Father may be judged on such scales as these:







^Osgood, Suci, and Tannenbaum, op. cit., pp. 51-52. 
77Loc. cit.
The respondent places a check in the space most descriptive of the concept 
being judged. The respondents are encouraged to use the scales as quickly 
and honestly as possible and not to puzzle over any particular concepts.
A 150-item form such as the one illustrated above usually takes less than 
10 minutes to complete.^ Each scale has three degrees of polarity which 
describe the appropriate placement of the concept along the sca,le. The 
middle position indicates a lack of applicability of the concept to either 
polar adjective. The positions from left to right are described, for 
example, as extremely happy, very happy, slightly happy, neutral, 
slightly sad, very sad, and extremely sad. The average for all respond­
ents can be developed by numbering the spaces one through seven. Since 
each concept is rated on several scales the semantic profile of concepts 
can be plotted as shown in Figure 1. It may be noted in Figure 1 the 
concept FATHER was favorably rated. That is, the hypothetical respondents 
had a relatively "good" connotation of the concept FATHER. Such a con­
clusion may be drawn by observing the deep penetration of the line toward 
the left (positive) side of the bipolar adjectives. The first four 
bipolar adjectives represent the "evaluative" factor; potency is repre­
sented by hard-soft, masculine-feminine, and strong-weak; and "activity" 
is characterized by the remaining three bipolar adjectives.
^Charles E. Osgood and Zella Luria, "A Blind Analysis of a Case of 
Multiple Personality Using the Semantic Differential," Journal of Abnormal 






















Figure 2.1.Profile for Hypothetical Judgment of the Concept 
FATHER
Source: Primary; scales selected from Osgood, Suci, and
Tannenbaum, The Measurement of Meaning, pp. 52-57.
Determining the Relationship Between Concepts
As previously stated the meaning developed for concepts has two major 
components:
1. direction from the origin of the space--the place where the 
respondent checks the space most descriptive of the concept 
being judged.
2. distance from the origin— the extreme displacement of the check 
mark toward one or the other polar terms.
More specifically, the meaning of the concept FATHER, as defined by 
the operation of measurement indicated in' Figure 1, is the profile numbers 
in the columns. That is to say, "the position of the n-dimensional space 
defined by the projection of these numbers onto factors."80 By computing
D statistics (the generalized distance function in n-dimensional space)
8oIbid., p. 580.
the relationship between meaning may be determined. Specifically, "the 
difference in meaning for two concepts is defined by the distance between 
their position in this space, as computed by the generalized distance 
formula— D - *\J XH2 . . . D is defined as the square root of the sum
of the square differences between scores on each of the scales for the
82profile rating of any two concepts. Hie greater the similarity between
8-‘the connotative for any two concepts the smaller the D value. J
The Advantages of the Semantic Differential
It is generally believed by many scholars that the semantic differ­
ential is a valid and reliable instrument which can generally be applied
8Uto the measurement of connotative meaning. Furthermore, the semantic 
differential meets other standard criteria for measuring instruments such 
as objectivity, sensitivity, comparability, and utility.^ Since i960 
over 100 publications have appeared dealing with the semantic differential,
®-*-Loc. cit.
OpMaurice Korman, "Implicit Personality Theories of Clinicans as 
Defined by Semantic Structures," Journal of Consulting Psychology, XXIV 
No. 2 (April, i960), p. 180.
®3osgood and Luris, op. cit., p. 580.
QJ,HSee, for example, Zella Luria, "A Semantic Analysis of a Normal and 
a Neurotic Therapy Group," Journal of Abnormal and Social Psychology,
LVIII No. 2 (March, 1959)? pp. 216-220. Raymond G. Smith, '''Development of 
a Semantic Differential for Use with Speech Related Concepts," Speech 
Monograph, XXVI No. H (November, 1959)? PP* 263-272. Wallace E. Lambert 
and Leon A. Jakobovits, "Verbal Satiation and Changes in the Intensity of 
Meaning," Journal of Experimental Psychology, LX No. 6 (December, i960), 
pp. 376-383. James F. Engel, Hugh G. Wales and Martin R. Warshaw, 
Promotional Strategy (Homewood, 111.: Richard D. Irwin, 1967)? p. 307* 
William A. Mindak, "Fitting the Semantic Differential to the Marketing 
Problem," Journal of Marketing, XXV No. 2 (April, 1961), pp. 28-33.
^Smith, op. cit., p. 26k.
and since that time the rate of publication in this has probably 
accelerated. In fact, in 1966 it was estimated that over 500 experi­
mental studies have some form of the semantic differential as a 
measuring instrument.
A review of the advantages of the semantic differential would surely 
indicate why it is one of the most promising measuring instruments to 
appear in recent years. Briefly, the advantages of the semantic differ­
ential, noted by both Mindak and Engel, are:
1. a basis is provided to isolate the dimensions of opinion
2. the technique is standardized and susceptible to comparison 
over time
3. it is reliable and repeatable.
full allowance is made for individual frames of reference
5. problems of question phrasing are eased
6. . . .  determination of degree of intensity of feeling provide a 
basis for ranking alternatives and assessment of how well each 
perform against predetermined norms.
7. . . .  the wording of questions reduces the danger that the 
individual will play expert and distort his opinions. ^
As such the semantic differential is among the most useful instruments in
determining connotative meaning.
A Review of Research Studies Utilizing the Semantic Differential
This section presents the findings of several studies dealing with 
the semantic differential. Specifically, the writer will examine the
Raymond G. Smith, "Semantic Differential Bibliography," Central 
States Speech Journal, XIII No. 2 (Spring, 19&2, pp. 206-213.
87‘James F. Engel, Hugh G. Wales, and Martin R. Warshaw, Promotional 
Strategy (Homewood, 111.: Richard D. Irwin, 1967), p. 307, and William A. 
Mindak, "Fitting the Semantic Differential to the Marketing Problem," 
Journal of Marketing, XXV No. 2 (April, 1961), p. 57.
results of some exploratory research which have employed the semantic 
differential technique. Studies pertaining to the semantic differential 
are too numerous to discuss in a paper of this limited scope. However, 
a brief discussion of three such studies should serve to demonstrate the 
applicability, versatility, and the diversity of this measuring instru­
ment. Procedural details relating to these studies are to be largely 
omitted on the assumption that the interested reader can obtain details 
from the original sources. These studies demonstrate the value and 
usefulness of the semantic differential procedure in objectively measuring 
the connotative meaning of recruitment advertisements experimentally 
tested in the present investigation.
Differential Perception of Certain Jobs and People
Harry C. Triandis used the semantic differential to study how certain 
jobs and certain people are perceived by various groups of industrial
OOworkers. Briefly, participants rated five specific jobs: welders,
teacher, vice-president, personnel director and clerk. Subjects also 
rated their supervisor, the company's personnel director, the boss of 
their supervisor, the vice-president of their division, a fellow at work 
whom they like, and an effective manager they knew well but who was not 
the same as any of the other people rated.
It is interesting to note that in general the means of the various 
group on the semantic differential scales were very similar. In fact, 
only several distinguishable differences were noted. The job of the welder 
was among the more interesting findings.
OO
Harry C. Triandis, "Differential Perception of Certain Jobs and 
People by Managers, Clerks, and Workers in Industry," Journal of Applied 
Psychology, XLIII No. ^ (August, 1959), pp. 222-225.
Industrial workers rated the welder's job as being less routine when 
compared to other groups. In addition, the subjects preceived the welder's 
job as involving more experience, and being more desirable, important, 
responsible, alert, difficult, professional, executive, creative, skilled 
and more versatile. In general industrial workers had a tendency to 
idealize or over evaluate the welder's job. It was suggested from this 
finding that management in communicating to workers about their job should 
carefully consider how workers perceive their jobs and not try to minimize 
the importance of their j o b s . 8 ^
Another finding revealed that workers perception of the job and the 
man were significantly interrelated. That is, "the job acquired the 
characteristics of the man and the man the characteristic of the job."-^
Space limitation does not permit a complete presentation of all the 
significant findings. However, this brief reviewr does present the most 
important differences that were discernible by the semantic differential 
technique.
Evaluating Communication
Another interesting application of the semantic differential involves
91a communication i n c i d e n t . T h e  semantic differential was used to quantify 
similarity between communicators' views on certain topics (concepts) and 
the perception of these views by communicatees.
The communicators were college students who wrote short passages 
explaining their views on college fraternities and the University of
89ibid., p. 223.
9°rbid., p. 22b.
9-"4yielvin Manis, "Assessing Communication with the Semantic Differ­
ential," Journal of American Psychology, LXXII (March, 1959)> PP* 111-113.
Pittsburgh. The communicators rated these concepts on the semantic 
differential. The written messages were in turn distributed to the 
communicatees, another group of college students, who read the messages 
and recorded their prediction of how the communicators felt about the 
topics on the semantic differential.
From this procedure two separate sets of semantic profiles were 
developed from measuring the communication. One set represented the 
communicators' rating of the two concepts and the other represented 
the communicatees' predictions. Correlation analyses were used to com­
pare the semantic profiles of the communicators and the communicatees. 
This comparison revealed that the evaluative dimension of connotative 
meanings were more highly correlated than the potency and activity 
dimensions. Thus,-the results of the study showed that the communicators 
had been relatively successful in transmitting their views of the topics 
to the communicatees. Hie study also indicated that the semantic dif­
ferential was a desirable technique in assessing the communication of 
evaluative attitudes.
Public Images of Business are Stereotypes
The following study demonstrates still another application of the
semantic differential. Specifically, it sought to determine whether the
92public images of large companies were stereotype. The specific 
companies involved in this study were a large bank, a major airline, a 
national finance company, a large food chain, a major department store, 
a giant public utility, and a savings and loan association. As in other
92W . t. Tucker, "How Much of the Corporate Image is Stereotype?," 
Journal of Marketing, XXV No. 3 (January, 1961), pp. 61-65.
semantic differential studies, respondents rated these companies on 
semantic scales and correlation analysis was used to compare corporate 
images.
The study indicated that corporate images were largely stereotype. 
The correlation of images for the hank, department store, public utility, 
food chain, finance company, saving and loan association, and airline 
were unusually high. In fact, the correlation coefficient between a bank 
image and that of each of the other companies ranged from high of .96 
to low .72. The author concluded from this study that either a true 
stereotype exists in public images of business or that the normal verbal 
stereotype thinking does not apply to judgments of major businesses.
Judging from the results of the above studies and the broad appli­
cation of the semantic differential, it may be concluded that it can be 
successfully used as a research tool in the present investigation. This 
brief review also suggests the versatility and diversity of the semantic 
differential. In fact, the semantic differential has been applied to 
studies in advertising research where the investigators were concerned 
with the effects of color on advertised products, the effect of titles 
on the significance of pictures, the influence of slogans on advertised
93products. Mindak used the semantic differential to study brand image 
and to compare effectiveness of certain advertising appeals for example, 
the scientific appeal, the romantic appeal, and so on, in advertising 
a new cosmetic product on radio.9*+ The semantic differential has also
93osgood, Suci, and Tannenbaum, op. cit., pp. 299s 313-37•
9**william A. Mindak, "Fitting the Semantic Differential to the 
Marketing Problem," Journal of Marketing, XXV No. 2 (April, 1961), pp.28- 
33j and William Mindak, "A New Technique for Measuring Advertising 
Effectiveness," Journal of Marketing, XX No. 2 (April, 1956), pp. 367-378.
been used extensively in the field of psychology dealing with verbal, 
behavior, personality, therapy, and the dynamics of social attitudes.95 
Other areas in which the s am an tic differential has been employed include 
studies of symbolism, aesthetic judgment, interpretation of sonar signals, 
speech and theatre related concepts, and many more.9^
This chapter was designed specifically to familiarize the reader 
with the various research tools used in this study and the application 
of these tools to a variety of exploratory investigations. A summary of 
the pertinent information contained in this chapter is presented in the 
subsequent section.
A Summary of Pertinent Factors
At the center of all investigation of personality lies the complex 
problem of the nature of the unit which accounts for individual differ­
ences in man's behavior. The problem of describing personality traits 
is further complicated by the inconsistent use of the term "trait."
Dr. Raymond B. Cattell, however, defined a trait of personality as being 
relatively permanent and broad reaction tendency.
A discussion of personality traits would be incomplete without a 
definition of personality as a whole. As might be expected, there are as
95james J. Jenkins, Wallace A. Russell, and George J. Suci, "An Atlas 
of Semantic Profiles for 360 Words," The American Journal of Psychology, 
LXXI No. U (December, 1958)? PP* 688-699; Zella Luria, "A Semantic 
Analysis of a Normal and a Neurotic Therapy Group," Journal of Abnormal 
and Social Psychology, LXIII No. 2 (March, 1959)5 pp. 216-220; and 
Osgood, Suci, and Tannenbaum, op. cit., pp. 272-299*
98osgood, Suci, and Tannenbaum, loc. cit.; Ray G. Smith, "Development 
of a Semantic Differential for Use with Speech Related Concepts," Speech 
Monographs, XXVI No. 4 (November, 1959)? PP* 263-272; and Raymond G. Smith, 
"A Semantic Differential for Theatre Concepts," Speech Monographs, XXVII 
No. 1 (March, 1961), pp. 1-8.
many definitions of personality as there are authors on the subject. With 
this in mind the following definition, by Cattell, is advanced: Person­
ality is that which permits one to predict what an individual will do in 
a given situation.
With the definitions of personality and personality traits as a 
framework it is now appropriate to review briefly some research in the 
field of personality and personality traits. Harriet Linton and Elaine 
Graham in their study of persuasibility, were concerned with identifying 
variables that were related to change of opinion in response to persuasive 
communications. They were also interested in determining the fundamental 
pattern of personality characteristics that seem to predispose an indi­
vidual to accept or resist persuasion, influence, suggestion, and con­
formity in many kinds of situations. A large number of psychological 
tests were used to measure personality organization such as perceptional 
behavior, attitudes toward the self and the world, response to different 
personality test material, and response to different kinds of social 
influence. The study confirmed the notion that there exists an under­
lying tendency in an individual which affects his perception, cognitive 
processes, attitudes and values, and social behavior. In addition, the 
investigation pointed out that persuasibility was the product of certain 
underlying attributes of personality. In fact, personality patterns make 
a person more or less susceptible to influence in a wide range of situa­
tions, regardless of whether the influence arises from another person or 
from written communication.
In an effort to determine certain relationships between personality 
and communicative effectiveness of oral readers Shepherd and Scherdel 
tested certain hypotheses. The following tenable conclusions were drawn 
from this study:
1. That effective oral readers differ significantly on certain 
personality characteristics from both the ineffective oral 
reader and the noimal. college population.
2. The effective oral readers had a more individualistic atti­
tude toward the aesthetic, social, and practical aspects of 
life than either of the ineffective readers or the normal 
college population.
3. The ineffective oral readers, on the other hand, did not 
differ significantly from the normal college population.
There were no consistent and deviant personality patterns evident by 
the ineffective oral readers.
Clyde W. Dow studied the personality traits of good speakers and 
tried to determine whether or not these speakers possessed a greater 
degree of these traits than the average or poor speakers. This study 
noted that the best speakers tended to be extraverted, dominant, self- 
sufficient, and more stable emotionally.
In still another personality study, Janis and Feshbach investigated 
anxiety predispositions associated with personality differences in respon­
siveness to fear-arousing communications. The results of this investiga­
tion tend to support the following general hypothesis:
When a relatively high degree of fear or anxiety is aroused by
persuasive communication, the recipient will become stimulated
to develop defensive reactions which interfere with acceptance
of the communicator's message.
Nunnally and Flaugher investigated the relationship of semantic habits 
to personality variables. The data in this study seems to support the 
notion that there is a relationship betwe.en semantic habits and inventory 
measures of personality. Finally, the work of Allport, Walker, and 
Lathers demonstrated that there are personality differences in written 
composition.
As in the above studies, this present investigation employed some well 
known objective measuring instruments. Specifically, the measuring
instruments used in this present study included the Cattell Sixteen 
Personality Factor Questionnaire (l6 P.F.) and Osgood's semantic dif­
ferential. The l6 P.F. is an instrument designed to measure l6 dimen­
sions of personality which have been derived empirically by Cattell and 
his associates. These dimensions, based on exhaustive factor analytic 
research, correspond to personality factors in objective tests and be­
havior rating. The 16 P.F. attempts to cover the whole personality and 
is not some special measure such as neurotic or psychotic conditions.
The 16 dimensions of personality determinable by this test are based on 
a considerable amount of research directed toward unitary, independent, 
and real-life situations where important source traits are discernible.
Each of the personality factors are independent of one another, which 
signifies they do not overlap in their meaning. In addition, the 16 P.F. 
has the highest possible reliability for the number of items contained in 
the questionnaire and the validity is high for the entire personality 
profile and not just a few selected items. Norms for the l6 P.F. have 
been developed for both college students and the general public. Norms 
for college students are based on a larger sample than those for the 
general public. Evidence indicates that personality profile and distri­
bution for college students differ significantly from that of the 
general public.
A brief summary of selected studies which employed the 16 P.F. will 
demonstrate and perhaps justify the use of this particular personality 
inventory in the present study. Investigators employing the l6 P.F. have 
demonstrated a definitive relationship between personality traits and 
human behavior such as smoking, reading ability and academic failure. For 
example, Cattell and Krug found a positive correlation between smoking and
the personality traits: affectothymia, surgency, premsia, and the extra­
version factor. On the other hand, the general personality description of 
good readers included introversion, emotional sensitivity, self-sufficiency, 
and to some extent radicalism and weak superego strength. Failing male 
college freshmen in Osman's study were characterized as dull, extraverted, 
suspecting, insecure, accepting, dependent upon others, unsure, and 
frustrated. In contrast, women college freshmen who withdrew failing 
were described as being dull, insecure, tense and excitable.
In conjunction with the l6 P.F. the present study employed Osgood's 
semantic differential. Basically, the semantic differential is a combi­
nation of word associations and scaling techniques designed to give an 
objective measure of connotative meaning. The semantic space generated 
by the semantic differential is arrived at by having individual rate con­
cepts along graded scales, each having polar adjectives as end points.
The connotative meanings of concepts are represented by their position in 
the semantic space, and they are distinguishable from individual to indi­
vidual and from group to group.
The "evaluative," "potency," and "activity," factors are regarded by 
Osgood as being the principal dimensions of connotative meaning. Each 
dimension is measured by a seven point bipolar adjectival scale. The 
seven point scale permits quantitative comparison of the meaning of con­
cepts for each respondent or groups of respondents. The respondent places 
a check on the seven point scale which most nearly describes the concept 
being judged. The semantic differential is regarded by many scholars to 
be a valid and reliable instrument which can generally be applied to the 
measure of connotative meaning.
Exploratory investigations which have employed the semantic differ­
ential technique are many and varied; however, a brief summary of such
studies should serve to demonstrate the versatility and diversity of this 
measuring instrument. Harry C. Triandis, for example, used the semantic 
differential to study how certain jobs and certain people are perceived by 
various groups of industrial workers. In another interesting application 
of the semantic differentia-1 dealt with quantifying the degree of communi­
cation profile of the communicator and the communicatee, the evaluative 
dimensions of connotative meanings were more highly correlated than the 
potency and activity dimensions. From this study it was concluded that 
the communicators had been relatively successful in transmitting their 
views to the communicatees. In still another study the semantic differ­
ential was used to determine whether the public images of large companies 
were stereotyped. This summary of research studies should suggest the 
versatility and diversity of the semantic differential. With this rather 
comprehensive background material attention in Chapter III is focused 
upon the research methodology used in this present study.
CHAPTER III
RESEARCH METHODOLOGY
The preceding chapter covered the important factual background 
necessary for an understanding of personality, personality traits, and 
the effects of personality on the communication process. Also, the pre­
vious chapter focused upon the design, reliability, validity, and appli­
cability of both the l6 P.F. and the semantic differential to behavioral 
research. In line with this background information, the purpose of this 
chapter is to explain in detail the research methodology used in the 
present investigation. Specifically, the discussion focuses upon the 
experimental design, experimental procedure, research participants, selec­
tion and use of study instruments, duration of the experiment, and lastly, 
data preparation and statistical treatment.
The Nature and Procedure of the Research 
One of the several tools utilized in the study was the experimental 
design. An experimental, design is a specific plan for research having 
certain quantitative qualities. There are many types of experimental 
designs. Each of these designs are developed for specific purposes. They 
also have certain advantages and disadvantages, and they even have levels . 
of efficiency. In most studies where the experimental design is con­
sidered as a research tool, the experimenter is basically interested in a 
comparison of variables used in the investigation. For example, how well 
does company oriented writing style elicit favorable responses as compared 
with another writing style, such as reader oriented writing. Through the
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choice of alternatives, a measurement is taken of the responses to the 
alternatives tested in such a manner that nothing in experimental design 
favors one alternative over another. The present experiment was con­
cerned with the relationship between perception of written mass communica­
tion and personality. The details of the experimental design are pre­
sented below.
The Experimental Design
Specifically the experimental plan was so constructed that responses 
to reader oriented advertising writing style could be compared to responses 
to company oriented advertising writing style. Recruitment advertisements 
structured with reader and company oriented writing styles comprised the 
experimental variables.
In an effort to make this comparison, the investigator utilized an 
experimental design known as the after-only plan. The after-only plan is 
so designed that the effects of the experimental variables are measured 
after the subjects have been exposed to the experimental variables. Here, 
reader and company oriented ads represent the independent variables and 
the responses to these ads constituted the dependent variables. A two- 
phase experimental study was conducted. During the first phase, subjects 
received and responded to reader oriented variables, whereas in the second 
phase they received and responded to company oriented variables. Measure­
ments were taken to ascertain students' reaction to each of the independent 
variables. Then comparisons were made between responses to reader view­
point advertisements and company oriented recruiting messages. These 
comparisons served to either affirm or disaffirm the stated hypotheses. 
Specific purposes of the experiment were to investigate:
1. Whether reader oriented advertisements were perceived more 
favorably than company oriented advertisements.
2. Hie effects of age, sex, college classification, and person­
ality characteristics on the perception of written mass 
communication.
Each student read four recruitment advertisements. Two of the ads 
contained reader oriented writing and the other two contained company 
oriented copy. The four ads represented only two advertisers. The 
advertisements for each of the advertisers were identical in every respect 
except for the writing style of the message. Hi at is, each advertiser's 
message that appeared in the experiment was presented as both reader and 
company oriented advertisement. Recruitment advertisements used in the 
present experiment were obtained from the College Placement Annual 1969.̂  
The names of the advertisers, however, were disguised to preclude any 
interference with testing the experimental variables. The experimental 
variables were alternated in such a fashion that 50 per cent of the sub­
jects read one advertiser's message first and the other 50 per cent read 
the other advertiser's message first. The procedure for conducting the 
experiment is presented in the following section.
The Procedure for Conducting the Experiment
To obtain measures that were related to personality and its affect 
upon the perception of written mass communication, it was necessary to 
conduct the experiment in two phases. Both phases of the experiment were 
completed during the first few weeks of the 1969 summer session at Loui­
siana State University. Prior to conducting the experiment, however, the
^College Placement Annual 1969 (Bethlehem, Pa.: The College Place­
ment Council, Inc.,'1968), pp. 1-695•
researcher contacted each professor personally and asked his permission 
to use one and one-half hours of class time to obtain information on 
personality traits and responses to written mass communication. Ten of 
the 11 professors contacted agreed to cooperate in this investigation.
During the first phase of the experiment, the researcher explained 
to the students that his study was important from the standpoint of 
enhancing the knowledge of communication theory. The investigator then 
said that the study would be conducted in two parts, and he asked for 
their cooperation in completing both a personality inventory and a seman­
tic differential questionnaire during the first session. It was then 
explained to the students that the second session would only consist of 
completing a semantic differential questionnaire.
The personality survey and the semantic differential were given to 
students in their respective classrooms during the regular class period, 
and one and one-half periods were required to complete both phases of the 
experiment. It was, again, explained to students that the test represented 
a personality inventory and if they wished they could be excused from the 
experiment.
Most of the subjects completed the personality inventory in approxi­
mately 30 minutes. Upon completion of the personality test the semantic 
differential questionnaires were distributed to the participants. Attached 
to the semantic differential test was a questionnaire especially designed 
for student participants, containing six questions pertinent to age, sex, 
college classification, major field of study, type of employment desired, 
whether or not they were presently enrolled in Business Communication, 
Management 71 j and whether or not they had previously taken the course 
Management 71. The questions relative to Business Communication served
to eliminate students from the investigation who were either enrolled in 
the course Management 71 or who had previously taken the course Business 
Communication. These students were not included in the study because they 
had been conditioned and exposed -to reader oriented writing in Management 
71. It is generally believed that this exposure would result in response 
bias, if they were included in the analysis.
The semantic differential test booklet was arranged in such a way
that the classification data sheet appeared as the first page of the book­
let. The sequence of the remaining pages was as follows:
1. Instructions for rating the semantic differential scales.
2. The advertising message of one advertiser.
3. The semantic differential rating scale form.
4. The advertising copy of the other advertiser.
5. The rating scale form for the semantic differential.
The instructions and arrangement of the scales were identical to those 
suggested by Osgood, Suci, and Tannenbaum. However, the researcher 
explained the importance and method of semantic differential research to 
the subjects and asked them not to omit any of the rating scales. The 
subjects were requested to read the instructions; and if they had no 
questions, they were told to proceed at their normal speed. The researcher 
at this point asked the subjects to give their honest assessment of the 
advertising messages. The subjects were also requested to place their 
names on both the personality inventory and the semantic differential, 
questionnaire. All experimental tests, both the personality inventory and 
the semantic differential, were administered by this investigator. On the 
average it took the subjects 15 minutes to complete the semantic differen­
tial questionnaire.
During the first phase of the experiment students read and gave their 
responses to recruitment advertisements which contained only reader oriented 
copy. To eliminate any possible response bias the researcher administered 
the second phase of the experiment approximately one week later. It is 
generally believed that bias introduced by the advertising message disap-
ppears after a week or more. The investigator reminded the subjects of 
what he was doing and of its importance. After these comments the semantic 
differential test booklet which contained, in that order, instructions for 
rating the semantic scales, company oriented advertising copy, semantic 
differential rating scales form, company oriented advertising copy, and 
the rating scale form for the semantic differential were distributed. 
Students were again requested to read the instructions, and if they had 
no questions they were to proceed through the test at their own rate of 
speed. They were also reminded to give honest responses to each of the 
company oriented advertising messages.
After all of the students completed the semantic differential 
questionnaire during the second session the experimenter explained to the 
classes that the messages for each of the advertisers were identical except 
the ads they read and responded to at the first session contained reader 
oriented writing whereas the ads in session two contained company oriented 
writing. The researcher explained how reader oriented writing differed 
from company oriented writing. The real identity of the advertiser was 
revealed at this time and the investigator answered frankly any questions 
students had. As a final gesture the experimenter thanked each of the 
subjects for their cooperation in this empirical study. The selection of
2James F. Engel, Hugh G. Wales, and Martin R. Warshaw, Promotional 
Strategy (Homewood, 111.: Richard D. Irwin, 1967), p. 267.
recruitment ads and the development of reader oriented ads are discussed 
in the subsequent section.
Selection of Recruitment Ads and Development of Reader Oriented Ads
'Ihe first step in this study was very painstakingly to puruse 300 
recruitment advertisements which appeared in the College Placement Annual 
1969. Afterwards, the researcher selected two company oriented recruit­
ment advertisements as a base for this investigation. The advertisers 
chosen were Montgomery Ward and Connecticut Mutual Life. Names of the 
advertisers were changed. This precaution was taken to avoid prejudicing 
the students' assessment of the ads in case they were familiar with the 
advertisers. The Montgomery Ward company name was changed to Massey's 
and Connecticut Mutual Life was changed to Dallas Mutual Life. To the 
best of the researcher's knowledge these companies' names are fictitious.
After the two advertisements were selected, the researcher then 
reconstructed these ads so that they contained reader oriented messages. 
This was accomplished by rewriting sentences so that the reader part of 
the advertisement received the greatest emphasis rather than the company 
viewpoint. That is, the reader was made the object of the advertising 
message by emphasizing the personal pronouns "you" and "your" and at the 
same time subordinating the company's name and the personal pronouns "we" 
and "our." This was done without seriously affecting the meaning of the 
ads. Appendix A contains copies of each of the advertising messages 
used in this experiment. The procedure described above was followed in 
developing the reader oriented advertising messages for both Dallas Mutual 
Life and Massey's.
Each of the four advertisements appeared on plain white mimeograph 
paper with all of the art work removed for the experiment. The basic
format, of the original advertisement was generally preserved. The 
succeeding section presents a detailed analysis of the subjects that 
participated in the study.
An Analysis of the Research Participants
The omnipresent decision of what size sample to use in an investiga­
tion must be met at the outset. Usually this is a complex problem with 
several non-statistical facets, primarily involving availability of human 
resources. Thus, in an effort to assure an adequate and representative 
sample, the researcher chose students from 1^ different classes. These 
classes included beginning and advanced students from sociology, psychology 
management, marketing, economics, and speech. The specific classes that 
participated in this experiment are presented in Table II. The original 
sample consisted of 1+17 undergraduate students and represented a good cross 
section of students enrolled at Louisiana State University in widely diver­
gent courses. The effective sample size, however, was 39̂ + <hie to incomplet 
information on certain phases of the experiment and ineligibility. In 
total 23 subjects were eliminated from the study for reasons presented 
below.
Four subjects were eliminated from the investigation because they 
were either enrolled in Management 71 (Business Communications) or had 
previously taken the course Management 71. Thirteen subjects failed to 
participate in the second phase of the experiment; consequently, they were 
eliminated. Five other respondents were omitted from the study because 
they failed to either understand the correct method of marking the seman­
tic scales or else the advertising messages had no fixed connotation for 
them. Due to non participation in the first phase of the experiment six 
subjects were excluded from the sample. Hie initial sample size was
TABLE II






Speech Fundamentals 1 2 18 4.6
Speech Fundamentals 1 3 18 4.6
Speech Fundamentals 1 4 21 5-3
Economic Principles 
and Problems 51 1 19 4.8
Economic Principles 
and Problems 52 1 16 4.1
Management Principles 
and Policies 59 1 37 9.4
Principles of Marketing 60 1 38 9.6
Introduction to 
Psychology 51 1 • 78 19.8
Introductory Sociology 51 1 29 7.4
Introductory Sociology 51 2 49 12.4
Current Social Problems 62 1 22 5-6
The City 81 1 22 5.6
The Family 104 1 17 4.3
Personnel Management- 
Industrial Relations 167 _1 10 2.5
Total 14 394 100.0
*Percentages do not add to total due to rounding. 
Source: Louisiana State University, Summer, 1969*
further reduced because five participants in the first phase of the 
investigation completed only the personality inventory and did not complete 
the semantic differential questionnaire.
Two hundred and forty-seven subjects were men and ll+7 were women.
The age distribution was 17 to years, with a mean age of 20.95 years. 
This is significant since Cattell1s mean age for his college population 
was 21 years of age. It is interesting to note the majority of these 
subjects were sophomores, juniors and seniors.^ Reference will be made 
from time to time concerning these demographic characteristics, and their 
significance will be discussed in detail in the analysis presented in 
Chapter IV. At the present, however, an explanation of the measuring 
devices used in this study is in order.
Selection of Study Instruments 
In an attempt to study the relationship of personality to the per­
ception of written communications it was necessary to employ two measuring 
devices, namely the Cattell Sixteen Personality Factor Questionnaire and 
Osgood's semantic differential. The selection of these study instruments 
are discussed in the subsequent sections.
The Selection of the Personality Test
The personality test used in the present study is the product of 
painstaking research, which included reviewing many studies that utilized 
some form of personality assessment, discussions with faculty members of 
the Psychology Denartment at Louisiana State University, and the use of 
the Fifth and Sixth editions of the Mental Measurements Yearbook. The
^The number of students in each classification were: 63 (Fresh­
men); 107 (Sophomores); 116 (Juniors); 101 (Seniors); and 7 (Special 
undergraduates).
Mental Measurements Yearbook presents frank, critical test reviews written 
by competent testing specialists representing many disciplines and view­
points. Most test reviewers are college professors in education and 
psychology, and most tests are reviewed by two or more individuals in 
order to secure a variety of viewpoints. The critical evaluation of each 
test that appears in the Mental Measurements Yearbook permits test users 
to select tests with greater discrimination. The Yearbook lists all tests 
known to be in print at the time it is submitted for publication. Each 
Mental Measurements Yearbook supplements earlier editions rather than 
replaces the previous edition. Consequently it becomes necessary at times 
to consult all of the yearbooks to obtain wanted information. Some spe­
cific objectives of the Yearbook are:
1. To provide test users with detailed and accurate information 
about the construction, validation, uses, and limitations of 
specific tests.
2. To suggest to test users better methods of arriving at their 
own appraisals of both standardized and nonstandardized tests 
in light of their particular values and needs.1
Dr. Felicia A. Pryor, professor of psychology at Louisiana State 
University, was consulted, after the researcher had become familiar with 
some of the tests used in personality research, in an effort to select 
the most appropriate personality test for the present investigation.
Dr. Pryor suggested three possible test alternatives, namely, the 
Guilford-Zimmerman Tempermanent Survey, Cattell's Sixteen Personality 
Factor Questionnaire, and The California Test of Personality. Dr. Pryor 
also recommended that the researcher consult the Mental Measurement Year­
book for detailed information and critical reviews of each of these per­
sonality inventories.
^Oscar Krisen Buros, The Sixth Mental Measurements Yearbook (Highland 
Park, New Jersey: The Gryphon Press, 1965)5 pp. xxviii-xxix.
Based on the critical reviews of each of the recommended tests and 
the researcher's needs, the Cattell .16 P.F.— Form C was tentatively 
selected as the study instrument. The 16 P.F. appeared to be one of the 
most comprehensive, reliable and valid personality inventories. In addi­
tion, it is considered to be the most complete and best factor-based 
personality survey available.^
After the tentative decision to use the 16 P.F. was made, the 
researcher sought the advice of Dr. Ralph M. Dreger, professor of psychol­
ogy at Louisiana State University, about the desirability of this test, 
because he had worked extensively with the l6 P.F. both academically and 
clinically. Dr. Dreger, after reviewing the researcher’s proposed study, 
agreed that the l6 P.F. was the most appropriate of the three tests to use 
in the investigation.
The Psychology Department at Louisiana State University ordered the 
l6 P.F. for the researcher. A copy of the 16 P.F. profile sheet appeal’s 
in Appendix B.
The Semantic Differential Selection and Design
Since one of the stated purposes of this study was to determine 
whether or not reader oriented recruitment advertisement elicited more 
favorable responses than company oriented recruitment advertisement, it 
was clear that some objective measuring device was necessary. Consequently, 
the semantic differential was employed to measure these responses because 
it is an objective, reliable, valid, and general method for measuring 
connotative meaning of concepts. In practical application the semantic 
space generated by the semantic differential is arrived at by having indi­
viduals rate concepts along graded scales. The selection of both the
5Ibid., p. 366.
concepts and the semantic scales is discussed in the following section.
Selection of the Concepts. The selection of the concepts was the 
initial step in developing the semantic differential. These concepts were 
to be rated on a series of bipolar semantic scales. The concepts selected 
were those thought to be germane to the purpose and the validation of hypo­
theses set forth in this investigation.
Four recruitment advertisements (hereafter called concepts) were 
chosen to ascertain the degree of responsiveness to reader and company 
oriented advertising messages. The choice of recruitment advertisement, 
therefore, was directed by the attempt to obtain those which would be most 
useful experimentally. The concepts selected were:
1. Company oriented recruitment advertisement for Massey's.
2. Reader oriented recruitment advertisement for Massey's.
3. Dallas Mutual Life, company oriented advertisement.
4. Dallas Mutual Life, reader oriented advertisement.
These concepts were used as stimuli for responses. Moreover, they 
make possible an intensive study of responses to reader and company 
oriented recruitment advertisements. Responses to these advertisements 
are reported in subsequent chapters.
As previously noted, fictitious names were created for both Connec­
ticut Mutual Life and Montgomery Ward. These two fictitious companies 
were created because subjects often fail to use the negative sides of the 
semantic rating scales or graduate a concept negatively for large well- 
known companies.^ In this way, the researcher hoped to circumvent this 
tendency by using names which, although fictitious, seem to be authentic
^William A. Mindak, "Fitting the Semantic Differential to the 
Marketing Problem," Journal of Marketing, XXV No. 2 (April, 1961), 
p. 30.
and fit more logically and naturally into an individual’s frame of 
reference.
Additional steps were taken to guard against response bias. First 
of all, each concept appeared on a separate sheet and behind it was a 
set of semantic scales. Secondly, the arrangement of the advertisements 
were alternated in such a way that half of the subjects rated the Massey’s 
ad first and then the Dallas Mutual Life. The other half read and rated 
the Dallas Mutual Life ad first and then Massey's. Finally, to insure 
uniformity in rating, the instructions asked respondents to evaluate 
these advertisements on the basis of their reaction to the writing style.
After the concepts were selected, the next step in designing the 
semantic differential was the selection of the bipolar adjectives-- 
semantic rating scales. The painstaking procedure in selecting the 
bipolar adjectives is the subject of the next section.
Semantic Rating Scale Selection Procedure. Since the subjects were 
to rate concepts in a classroom setting it was decided to restrict the 
number of scales to twelve. These scales were selected from among 21 
scales used by Osgood, Suci, and Tannenbaum.^ The scales were selected 
so that 12 scales would represent the Evaluation factor; the Potency fac­
tor was represented by four scales; two scales represented the Activity 
factor; and the Tautness, Receptivity, and Novelty factors were each 
represented by one scale. In the initial choosing of these scales con­
sideration was given to their relevancy to the concepts being tested and 
the factor loading. The factor loading is an index of the extent to which 
scales measure the same dimension of meaning. Moreover, these scales were 
thought to be representative of the major dimensions of meanings.
"^Charles E. Osgood, George J. Suci, and Perry H. Tannenbaum, The 
Management of Meaning (Urbana, 111.; University of Illinois Press, 1957), 
pp. 53-61.
A pilot study, conducted on May 26, 1969, determined which of these 
21 scad.es best- differentiated the concepts being judged. The scales, in 
the form and order in which they were used in the pretest are shown in 






















Figure 3.1: Semantic Scales Used in Pretest
*The above scales are rotated both vertically and horizontally.
Source: Osgood et. al., The Measurement of Meaning, pp. 53-6.1;
scale arrangement primary.
The semantic rating scales were alternated in polarity direction to 
prevent the formation of position preference. That is, the 21 scales were 
presented in a fixed randomized order, with the scales representing each 
factor alternated so that some of the favorable (positive) adjectives ran 
from left to right and others from right to left. In addition to being 
rotated vertically the scales were also rotated horizontally. Thus, scales 
representing the same factors were not always together. The vertical and 





















numbers. Thus arrangement of the scales was Identical to those suggested 
by Osgood, Suci, and Tannenbaum. The rotation procedure, once again, was 
used to eliminate possible patterns and systems of responses to the con­
cepts being rated.
Twenty undergraduate students from Louisiana State University at 
Baton Rouge were obtained on a volunteer basis to participate in the pilot' 
study. Based on the results of the pretest, 11 semantic rating scales 
were eliminated. Ten scales were excluded because of high variances which 
indicated very little meaningful connotation between the concepts being 
judged and the semantic rating scales. It was later determined that one 
other scale was not the most representative of the concepts under investi­
gation; consequently it was eliminated.
As a result of the pretest 12 scales were used in conducting the 

























Figure 3*2: Form and Order of the Final Semantic Scales
Source: Primary
The same procedures described above were used in rotating the seman­
tic rating scales. In scoring the semantic differential the values one 
through seven were assigned to the respective gradients going from positive 
pole to negative pole.
The factorial composition of the final scales used in this study is 
given in Table III. Each scale has a maximal loading on the factor it 
represents and minimal loading on the other two factors. The ideal scale 
is one which is heavily loaded orf the factor it measures and minimally 
loaded on all other factors.
The scales which have high loading on Evaluative factors, as shown 
in Table III, are: good-bad, kind-cruel, believing-skeptical, progressive-
regressive, positive-negative, and reputable-disreputable. On the other, 
the scales masculine-feminine, hard-soft, serious-humorous are weighted 
heavily on the Potency factor. The following scales are weighted heavily 
on the Activity factor: active-passive, excitable-calm, complex-simple.
TABLE III




Good--Bad 1.00 • -.00 .00
Kind— Cruel .52 -.28 .00
Believing— Skeptical • 38 - .06 .02
Progressive--Regressive .43 .08 .24
Positive--Negative .48 .00 .07
Reputable-Disreputable .68 -.02 • 05
Masculine— Feminine -.14 .47 .03
Hard— Soft -.24 • 97 .00
Serious--Humorous .01 .23 .09
Active— Passive .17 .12 .98
Excitable— Calm -.15 .03 .26
Complex--Simple •17 .05 .25
*The above scales are not rotated.
Source: Osgood et. al., The Measurement of Meaning, pp. 53-61.
The entire final semantic differential questionnaires used in this 
investigation appear in Appendix C. Four identical semantic differential 
forms were used to conduct the experiment. However, the forms used to 
rate reader oriented writing were'odd numbered. For example, the reader 
oriented form for Massey's was numbered one and Dallas Mutual Life reader 
oriented form, was numbered three. The company oriented rating form for 
Massey's was numbered two and Dallas Mutual Life company oriented seman­
tic differential rating form was numbered four. Since the experiment was 
carried out in two sessions, two semantic differential test booklets were 
prepared. In the first test booklet, the classification data sheet pre­
ceded the instructions for scoring the semantic differential rating 
scales. The instructions for marking the semantic differential preceded 
the company oriented advertising messages, and the semantic rating scales 
in the second semantic differential test booklet. The time required to 
carry out the present experiment is discussed in the subsequent section.
Duration of the Experiment and Absenteeism
Two experimental conditions were created for the present experiment. 
The first condition was concerned with evaluating reader oriented recruit­
ment advertisements. The second condition necessitated the judgment of 
recruitment advertisements which contained company oriented messages.
A total of about one and one half class periods were utilized per 
class in carrying out both phases of the experiment. It was believed that 
an approximate week's delay after each phase of the experiment would elimi­
nate any possible response bias. During the second phase of the experiment 
some of the participants recalled reading similar recruitment advertise­
ments; however, they were unable to remember how they had previously 
evaluated the ads on the semantic differential. Consequently response bias 
was eliminated or at least minimized.
The experiment began on June 16, 19&9, and was terminated on July 6, 
1969. Several times throughout the experiment the researcher was fortu­
nate, because of class scheduling to test as many as three classes in one 
day. This considerably shortened the duration of the experiment and per­
mitted the experimenter to complete the present investigation before the 
end of the 1969 Summer Term.
Students' class attendance did not significantly interfere with the 
experimental procedure. Absenteeism, however, was more of an inconve­
nience than a problem in collecting the data for the present experiment.
In fact, students that were absent from class during the first-phase of 
the experiment were not permitted to participate in the second phase of 
the study. By eliminating these subjects from the investigation, admini­
strative problems associated with the experimental procedure were held to 
a minimum.
On the other hand, students that did participate in the first 
experimental session but were absent from class during the second session 
were contacted to complete the latter phase of the experiment. The 
researcher prepared a list of absentees, contacted these students' pro­
fessors and asked them to please distribute the semantic differential 
questionnaire to those students whose names appeared on the list. These 
absentees, for the most part, did not complete the semantic differential 
during the regular class session. They were allowed to keep the question­
naire and evaluate company oriented advertisements at their leisure. The 
completed semantic differential ratings were picked up the next day or 
as soon as they were available. Failure to get absentees to complete the 
second phase of the experiment accounted for most of the incomplete data 
noted above.
Data Preparation and Statistical Treatment 
The data obtained from the personality inventory and the semantic 
differential were punched into IBM cards to facilitate the necessary cal­
culations. The ratings given to one concept by one subject and the scores 
on the personality inventory for each subject made up one IBM punched- 
card. Since each subject judged four concepts and was administered only 
one personality test, four 111 punched-cards were prepared for each parti­
cipant. These cards were prepared on IBM 029 Key Punch and IBM 059 
Verifier. The data collected during the three-week period of experimen­
tation were processed at Louisiana State University's Computer Research
Center. The raw data were processed on an IBM 360/60 computer by means
o
of a FORTRAN IV program.
The 39^ subjects times 4 concepts times 12 semantic scales yielded 
a 18,912 item cube of data. The data were summed over subjects arid con­
cepts to give 1,576 scores for each semantic scale. That is, each of the 
12 scales elicited 1,576 responses (39̂ - subjects times 4 concepts). An 
additional 6,30U items of information were generated from the personality 
inventory— 39 +̂ subjects times l6 personality factors (6,30^ items of data). 
The procedure for coding the data and the statistical techniques used to 
analyze the data are discussed in subsequent sections.
Identifying the Data
After each class completed both the.l6 P.F. and the semantic differ­
ential, the answer sheets were coded to identify each student's responses 
to each of the four recruitment advertisements and the personality survey.
O The FORTRAN IV program was written by Joan D. Bruno, the wife of 
the researcher.
The semantic profile and the personality profile for each subject was 
numbered consecutively, from 1 to 39*+ > to identify the respondent.
The data comprising each response were punched in successive columns 
(fields) of an IBM card. For example, the classification data for each 
subject were punched successively into columns 1 through 6. Specifically, 
the IBM punched-card format was as follows:
Columns 1 - 6
7 - 8  
9 - 1 0  
11 -  k2 
b3 - 5b 








Students’ responses to both semantic differentials and the person­
ality inventory were quantified and transferred into IBM punched-cards. 
The other information, however, was merely coded and punched into the 
IBM card.
Statistical Treatment of the Data
The statistical comparisons of similarity and differences are based 
primarily upon l6 personality factors and semantic differentials. The 
raw scores for the l6 personality factors were converted to standard 
scores called sten scores. These sten scores are distributed over ten 
equal interval standard score points from one through ten, the average 
is fixed at 5-5*̂
Based on this system of scoring, respondents may score high, average 
(normal), or low on each of the l6 personality factors. For example, a 
sten score of five or six is considered as average "normal"; scores one
^Raymond B. Cattell and Herbert W. Eber, Handbook for the Sixteen 
Personality Factor Questionnaire (Champaign 111.: Institute for Personality 
and Ability Testing, 1957), P- 7*
through four are characterized as low; and scores seven through ten are 
considered as high. The high score (Sten 7-10) on each of the l6 person­
ality factors corresponds to the description in Table I of Chapter II, and 
the low score (Sten l-U) corresponds to the behavior at the opposite pole, 
listed at the right of this table. The average score (Sten 5-6) indi­
cates that neither of the bipolar personality factors is dominantly 
present in individual behavior. For example, an individual with a Sten 
score of five or six for Factor A (reserved versus outgoing) would not be 
considered outgoing. Instead this individual, is regarded as having a 
balanced mixture of the personality traits reserved and outgoing. Neither 
the reserved nor the outgoing personality trait is dominant. Thus, 
respondents for each of the 16 personality factors were categorized as 
high, average, and low for statistical comparisons.
For purposes of analysis of semantic responses the mean vaJLues for 
the 12 semantic scales for each of the four concepts (advertisements) were 
computed for each personality group— high, average, and low. This involved 
a comparison of U8 means and the corresponding personality factor (i+ con­
cepts time 12 scales).
To obtain measures of semantic similarity or differences between the 
mean values for each personality group within a personality factor the D 
statistic was computed for each semantic scale for each of the four con­
cepts. Although the D statistic provides an adequate index of relative 
difference, it does not, however, sufficiently represent statistical sig­
nificance. Therefore, Student's "t" statistic was used as the test of 
significant difference between the semantic mean value and each personality 
group. That is, the "t" statistic was computed for each semantic scale for
comparison of high personality group to average personality group, average 
to low, and high to low.
Statisticans commonly accept a difference as being significant if 
there are five or fewer chances oht of a hundred of finding a difference 
due to chance alone. I'::.-;, being the case, a level of significance of 0.05 
was used throughout this investigation to determine significant differ­
ences between semantic responses and personality factors. Specifically, 
if the semantic averages for each concept within personality factors of 
high, average, or low differed at the 0.05 level of significance, the 
personality factor is- considered as having influenced the perception of 
the concepts.
In addition to D and "t" statistical analysis, correlation coefficients 
were computed to measure the degree of relationship between semantic 
responses and age, sex, and college classification. However, before 
discussing the relationship between personality characteristics and 
semantic responses and between demographic and semantic responses, a 
summary of the present chapter is given.
Research Methodology in Capsule Form
A H  data pertaining to the analysis of personality and its effects 
upon responses to written communication were secured through empirical 
research by means of a personality survey and the semantic differential.
The study, however, was accomplished with the aid of an after-only experi­
mental design. The after-only experimental design measures the effect of 
experimental variables after subjects have been exposed to various 
alternatives.
To illustrate, each subject read four recruitment advertisements, 
two of which contained reader oriented messages and two contained company
oriented advertising copy. The advertising messages served as the 
experimental variables, and it was necessary to carry out the experi­
ment in two phases. During the first phase of the experiment students 
completed a personality survey and recorded their responses to reader 
oriented advertisements on the semantic differential. Approximately a 
week later subjects completed the second phase of the experiment, in 
which they responded to company oriented advertising messages.
The advertising copies used in the experiment were obtained from 
the College Placement Annual 19§9« The two advertisers were Montgomery 
Ward and Connecticut Mutual Life. Names of the advertisers were disguised 
to prevent any interference with testing the experimental variables in 
case respondents had previous experience with these companies. In order 
to obtain contrasting company and reader oriented advertising messages, 
the researcher reconstructed the company oriented ads so that they con­
tained reader oriented messages. This was accomplished by rewriting 
sentences so that the reader was made the objective of the advertising 
messages. The four advertisements were presented in the experiment on 
plain white mimeograph paper with all of the art work removed.
The research participants were students enrolled in the 1969 Summer 
Term at Louisiana State University. To assure a representative sample, 
the researcher chose students from 1^ different classes. These classes 
included beginning and advanced students from sociology, psychology, 
management, marketing, economics, and speech. In all there were 39^ 
subjects who were taught by ten different instructors.
Data for the personality profile were secured by administering the . 
Cattell Sixteen Personality Factor Questionnaire. The semantic differ­
ential, with scaled values of one through seven, was used to measure
responses to each of the four advertisements. Class attendance did not 
significantly interfere with the experimental procedure. Students that 
were absent from class during the first phase of the experiment were not 
allowed to participate in the second phase of the study. On the other 
hand, students that did participate in the first session but were absent 
during the second session were contacted to complete the latter phase of 
the experiment.
Students’ responses to both the semantic differential and the per­
sonality survey were quantified and transferred into IBM punched-cards. 
The raw scores for the 16 personality factors were converted to sten 
scores. For purposes of analysis of semantic responses the mean values 
for the 12 semantic scales for each of the four advertisements were com­
puted for each personality factor designated as high, average, or low. 
The D statistic was computed for the four advertisements within the per­
sonality factor rating of high, average, or low. The "t" statistic was 
computed for each semantic scale for comparison of high personality 
factors to average personality factors, average to low, and high to low. 
In addition to D and "t" statistics, correlation coefficients were com­
puted to measure the degree of relationship between semantic responses 
and the demographic data. Results of the experimental data are pre­
sented and discussed in the subsequent chapters. The data are discussed 
in terms of the research hypotheses.
CHAPTER IV
AN ANALYSIS OF EXPERIMENTAL DATA RELATIVE TO MINOR HYPOTHESES
In this and the subsequent chapter experimental results are dis­
cussed. These chapters are devoted to substantiating or refuting the 
stated hypotheses of the present investigation. The primary hypotheses 
pertain to the relationship between personality traits and responses to 
written mass communication. The secondary hypotheses are designed to 
test: (l) the responsiveness to reader and company oriented recruiting
advertisements, and (2) the relationship of demographic factors to 
semantic responses.
Before reporting on the primary hypotheses, however, it is believed 
essential to first analyze the semantic differential data as they are 
related to the secondary hypotheses. Therefore, the specific purpose of 
the present chapter is to relate experimental results to hypotheses four 
and five— minor hypotheses.
The minor hypotheses are tested first because the variables involved 
are limited and provide a rudimentary framework for the analysis of the 
major hypotheses which contain an extremely large number of variables 
relative to the relationships between personality characteristics and 
responses to written mass communication. Since the variables of the 
minor hypotheses are limited they permit extensive use of visual semantic 
profiles in the subsequent analyses. Furthermore, testing the minor 
hypotheses first (especially the fourth hypothesis) provides the reader 
with an indication of how all respondents perceived the experimental
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advertisements irrespective of their demographic characteristics and 
personality traits.
Experimental Results Relevant to Reader 
and Company Oriented Advertisements
Since it is generally believed that reader oriented writing will
elicit more favorable responses than company oriented messages, hypothesis
four will be examined in this section. The fourth hypothesis states:
Written recruiting advertisements presented as reader 
oriented message will induce more favorable response 
than company oriented messages regardless of personality 
characteristics.
To accomplish the stated purpose of this section the mean values for 
each of the 12 semantic rating scales are plotted for each of the four 
ads used in the experiment. Hie plotted mean averages will produce 
semantic profiles which will partially serve to affirm or disaffirm the 
above hypothesis.
Before discussing the data generated by the semantic differential 
a brief review of the scoring technique will prove valuable. Each sub­
ject made a check in one of seven positions on each of the 12 semantic 
rating scales for each concept. Scores of one to seven were assigned to 
the scale interval.
In original form the semantic differential generated a three dimen­
sional matrix of scores: subjects by concepts by scales. When the indi­
vidual scale scores are averaged over subjects a concept by scale matrix 
is obtained. This was done for each of the four concepts tested in this 
investigation.
Comparison of Massey1 s Reader and Company Oriented 
Advertising Messages
Table IV represents the means, standard deviations and "z" values 
of such a matrix, mentioned above, for Massey's reader and company 
oriented recruitment advertisements. It can be seen from Table IV that 
the average scores for reader and company oriented advertising messages 
differed on the various semantic rating scales; however, virtually all 
of them indicated that both were favorably perceived, because none of the 
mean scores were 5.0 â id over. The possible ranges of mean scores is 
1.0 to 7.0. The smaller the score the closer the judgment is toward the 
favorable side of the scale. Larger scores, on the other hand, are pro­
jected toward the negative or unfavorable side of the scale. The mid­
point or the neutral position of the scale is i+.O. This neutral position 
signifies that respondents possessed no mental concept of the recruitment 
ads after receiving the message stimuli.
The ratings from Table IV demonstrate a number of things. First, it 
indicates that Massey's company oriented advertising message was per­
ceived slightly more favorably than its reader oriented ad. The mean 
rating of the former on five of the 12 scales was only one, and three, 
decimal points smaller than the reader oriented message. In fact, four 
of the five were only one decimal point smaller.
In contrast, the reader oriented message had four scale ratings that 
were judged slightly better than the company oriented message. In examin­
ing Table IV, it will be noted that all of the standard deviations for the 
company oriented advertising message were smaller than the standard devia­
tions for the message presented from the reader's viewpoint. This indi­
cates that the company oriented message has the most representative means. 
The generally favorable standard deviations, mean scores and the limited
TABLE IV
SEMANTIC RATING SCALES’ AVERAGES, STANDARD DEVIATIONS, AND "z" VALUES FOR 














E 1 Good-Bad 2.8 2.7 1.5 l.k
E 2 Kind-Cruel 2.9 2.9 1.3 1.2
E 3 Believing-Skeptical 3.k 3.1 1.8 1.6 2.U6
E k Progressive-Regressive 2.3 2.2 1.3 1.2
E 5 Positive-Negative 2.1 2.1 1.3 1.3
E 6 Reputable-Disreputable 3-2 3.1 1.7 1.5
P 7 Mas culine-Feminine 3.2 3.3 1.3 1.1
P 8 Hard-Soft 3-3 3.^ 1.6 l.U
P 9 Serious-Humorous 2.7 2.9 1.5 l.k
A 10 Active-Passive 2.2 2.2 l.k 1.3
A 11 Excitable-Calm 2.9 2.8 1.7 1.6
A 12 Complex-Simple ^•7 U.8 1.8 1.6
■̂ E represents Evaluate Factor 
P represents Potency Factor 
A represents Activity Factor
2Only those values significant at the .05 level are given.
Source: Primary
range from lowest to highest scores on each scale indicates that overall 
Massey’s company oriented recruitment advertisement was better perceived 
than its reader directed ad.
However, the significance of this observation is determined in two
represents the difference between two patterns of rating was employed.
That is, the reader may recall from Chapter II that the D statistic 
measures distance between semantic profiles. It is important to note, 
however, that the quantitative values generated by the D statistic do not 
indicate the intensity or the direction of the connotative meaning. It 
merely signifies that the respondents felt distinctly different or alike 
about the concepts they rated. In spite of this lack of direction, the 
D statistic has merit for reinforcing the visual analysis. Osgood deter­
mined that for group data a shift as small as one-half of a scale unit is 
significant.^
The D value obtained in the comparison of Massey’s reader and company 
oriented recruiting messages was .Û -72. This can be interpreted as being 
small, and that respondents essentially percej.ved the advertisements alike.
To test the significance of differences in the meaning between these 
two concepts, the standard normal distribution two-tail test was employed 
at the .05 level of significance. Since the .05 level of significance is 
used to test significant difference, this means that if at least one of 
the 12 semantic rating scales was significantly different, the entire con­
cept is considered to be different. This concurs with Osgood’s thoughts
^"Charles E. Osgood, George J. Suci, and Percy H. Tannenbaum, The 
Measurement of Meaning (Urbana, 111.: The University of Illinois Press, 1957) 
p . 328. Gee Chapter IV for evidence concerning confidence limits of the 
semantic differential.
9parts. First, Osgood's generalized distance formula (D ’ ) which
on the subject. In fact, he states: "if there is a significant differ-
Oence on any one dimension, the overall test is significant."
The critical "z" value was +1.96; in other words, the critical region 
was between -I.96 and +I.96. That is, statistically significant differ­
ences existed between semantic scales, if the calculated "z" value is less 
than -I.96 or greater than +I.96. It may be seen from Table TV , test 
respondents viewed the company oriented recruitment advertisement of 
Massey’s more favorably than its reader viewpoint advertising appeal.
This conclusion was drawn from the fact that the company viewpoint ad had 
a semantic scale value that was significantly lower, which indicated that 
respondents viewed the ad connotatively better. This result supports a 
previous observation that Massey’s company oriented advertising appeal was 
perceived more favorably than its reader oriented ad.
Figure D.l (in Appendix D) provides a visual profile of the mean 
responses and reveals more about the Massey’s advertisements. It may be 
noted respondents felt that the reader directed ad was more potent than 
the company oriented ad. Such a conclusion was reached by noting the 
deeper penetration of the solid line toward the polar adjectives mascu­
line, hard, and serious. In contrast, the subjects perceived the company 
directed recruiting message more positively on the evaluative scales, 
namely good, believing, and progressive. This pattern indicates that 
differences were relative to the gross magnitudes on the evaluative 
scales. Therefore, the connotation of the reader oriented advertising 
message was not completely unfavorable.
Further inspection of the semantic profile will indicate that none of 
the meaning ratings are on the negative side; and two are in the neutral
2Ibid., p. 100.
area (U)„ This further demonstrates that respondents had a relatively 
"good" connotation of both recruitment advertisements.
It is interesting to note that only one of the three active scales 
on the visual profile measuring both reader and company oriented messages 
had mean values located in the neutral position. Again, this implies that 
the subjects, on the average, had no mental concept of complex-simple in 
judging the ads.
This conclusion partially disproves hypothesis four. To fully dis­
affirm the hypothesis or partially affirm it, the data relative to Dallas 
Mutual Life’s recruitment advertisements must be inspected and analysed. 
The experimental results of the Dallas Mutual Life advertisements is the 
subject of the subsequent section.
Comparative Analysis of Dallas Mutual Life * s Recruitment Ads
As in the previous section the mean ratings for the Dallas Mutual 
Life recruitment advertisements were converted into semantic profiles for 
comparison. A glance at Figure D.2 seems to partially confirm the hypo­
thesis that reader oriented recruitment advertisements are more favorably 
perceived than such advertisements presented from a company point of view.
Again, looking at the visual profile, it is apparent that Dallas 
Mutual Life’s reader oriented recruiting message enjoys a slightly more 
positive or favorable rating than its company directed recruitment adver­
tisement. Even though only slight differences exist between the semantic 
patterns, the solid line of the reader viewpoint ad shows deeper penetra­
tions toward the favorable side of the scale. These penetrations suggest 
that respondents viewed the reader oriented ad as good.
For the most part,- subjects judged the Dallas Mutual Life reader 
oriented ad more positively on the potent and active scal.es and less
positive on the evaluative scales. In contrast, the broken line of the 
company oriented recruiting message indicates that respondents judged it 
connotatively good relative to the evaluative scales. Overall both adver­
tisements were perceived favorably, because none of the mean ratings were 
projected toward the right (negative) side of the visual profile. It is 
also interesting to note that subjects, on the average, did not possess a 
mental concept of excitable-calm and complex-simple for both ads. This 
observation was drawn from the neutral position of the scale ratings. The 
face validity of the above visual profile seems to infer that subjects 
perceived Dallas Mutual Life’s reader oriented ad with a small degree of 
approving connotation.
The significance of this tentative conclusion, however, needs 
quantitative support. Thus, an analysis of Table V will serve to affirm 
or disaffirm the tentative conclusion.
The following table contains means, standard deviation scores, and 
"z" values for Dallas Mutual Life’s recruitment advertisements. It can 
be seen from Table V that the mean ratings on six of the 12 semantic rating 
scales are slightly smaller for the recruitment advertisement presented in 
terms of the reader’s interest. This result further suggests that the 
reader oriented ad of Dallas Mutual Life was more favorably received than 
its company directed ad. In contrast the scores by scales for the company 
oriented ad contained only four scores that were slightly smaller than the 
reader oriented message. Dy comparing the mean scores it may be seen that 
respondents judged both recruiting ads favorably; neither advertisement 
had a mean rating above five. This is significant because it reveals that 
students perceived both reader and company oriented recruitment advertise­
ments for Dallas Mutual Life as being connotatively good.
TABLE V
SEMANTIC RATING SCALES' AVERAGES, STANDARD DEVIATIONS, AND "z" VALUES FOR DALLAS MUTUAL LIFE'S
READER AND COMPANY ORIENTED RECRUITMENT ADVERTISEMENTS
Mean Values Standard Deviations "z" Values2
Scale Reader Company Reader Company
Factor Number Semantic Scales Oriented Oriented Oriented Oriented
E 1 Good-Bad 2.3 2.2 1.3 1.2
E 2 Kind-Cruel 2.8 2.8 1-3, 1.2
E 3 Believing-Skeptical 2.7 2.5 1.6 ' 1.3
E 4 Progressive-Regressive 2.3 2.3 1.3 1.1
E 5 Po s itive-Negative 2.1 2.2 1.3 1.2 /
E 6 Reputable-Disreputable 2.8 2.7 1.7 1.6
P 7 Mas culine-Feminine 3.2 3-5 1.2 1.0 -3.84
P 8 Hard-Soft 3.4 3-7 1.4 1.3 -3.02
P 9 Serious-Humorous 2.0 2.2 1.2 1.2 -2.33
A 10 Active-Passive 2.5 2.8 1.5 1.5 -2.81
A 11 Excitable-Calm 4.1 4.3 1.8 1.6
A 12 Complex-Simple 4.1 4.0 1.7 1.6
~E represents Evaluative Factor 
P represents Potency Factor 
A represents Activity Factor
pOnly those values significant at the .05 level are given. 
Source: Primary
V
Of special interest is the fact that the standard deviations for both 
recruiting messages are consistently small. These small values of the 
standard deviation are significant because they demonstrate the high degree 
of uniformity as well as homogeneity in the respondents' judgment of the 
experimental variables. Moreover, the small standard deviation reinforces 
the confidence with which the results of the present analyses are reported.
Undoubtedly, the greatest difference between the reader and company 
oriented advertisements of Dallas Mutual Life is relative to the mean 
values on the potency and the activity scales. The D value for these two 
advertisements was .5557. The magnitude of this D value indicates that 
significant difference existed between the .connotative meaning of reader 
and company oriented recruiting messages. An inspection of Table V., how­
ever, reveals that Dallas Mutual Life’s reader oriented ad was viewed more 
propitiously than its company viewpoint advertising message. Again, this 
conclusion was ascertained from the large accumulation of significant "z" 
values for the reader oriented ad. This result affirms the initial obser­
vation and partially confirms the hypothesis that reader oriented writing 
elicits more favorable responses than company oriented writing. The 
implication of this partially disproven hypothesis will be discussed after 
a composite view of all four recruitment advertisements is presented.
Composite View of Reader and Company Oriented Ads
The succeeding analysis will compare and contrast each of the four 
experimentally tested recruitment advertisements. A composite visual 
profile of these recruiting ads is presented in Figure D.3.
It is interesting to note that respondents, on the average, per­
ceived all four experimental advertisements with a high degree of
approving connotation. An additional observation may be drawn from the 
overall response patterns for all advertisements. These patterns indi- 
ca.ted that the greatest differences among the recruiting messages were 
relative to the gross magnitude on the first three evaluative scales.
Beyond that the variation in semantic patterns is not readily distin­
guishable. In fact, many of the patterns cluster together and occasionally 
disperse among the activity scales.
It is significant to note among the four advertisements tested that 
respondents felt slightly more favorable toward Dallas Mutual Life's 
company oriented advertisement on the evaluative scales, but it is sur­
prising that subjects judged it less connotatively strong and less 
active. In comparing only the response patterns for reader oriented ads, 
subjects considered Dallas Mutual Life somewhat better than its counter­
part— Massey's. One might expect such a disparity, since Massey's ad 
partially disaffirmed hypothesis four. The most obvious disparity 
between the company oriented advertisements existed on the basis of good 
and strong. Dallas Mutual Life's response pattern on the evaluative 
scale enjoyed smaller mean values than its companion— Massey's. Con­
versely, Massey's was considered somewhat more potent and active and less 
good than Dallas Mutual Life.
A quantitative examination of the experimental concepts revealed 
that only five of the +̂8 mean scale values recorded in Table VI were in 
the neutral range of four. These ratings, however, only appeared on the 
active scales (excitable-calm and complex-simple) which suggests a lack 
of connotative meaning. It is noteworthy that of the U8 mean ratings 
only 12 fell within the range of 3.1 to 3«7. Nearly all of the mean 
ratings within this range appeared on two semantic rating scales—
TABLE VI
COMPOSITE VIEW OF MEAN VALUES, AND STANDARD DEVIATIONS 
FOR FOUR EXPERIMENTAL ADS
Scale Mean Values Mean Values Standard Deviations
Factors Number Semantic Scales *Ad 1 Ad 3 Ad 2 Ad 4 Ad 1 Ad 3 Ad 2 Ad 4
E 1 Good-Bad 2.8 2.3 2.7 2,2 1.5 1.3 1.4 1.2
E 2 Kind-Cruel 2.9 2.8 2.9 2.8 1.3 1.3 1.2 1.2
E 3 Believing-Skeptical 3.^ 2.7 3.1 2.5 1.8 1.6 1.6 1.3
E 4 Progre s s ive-Regres s ive 2.3 2.3 2.2 2.3 1.3 1.3 1.2 1.1
E 5 Positive-Negative 2.1 2.1 2.1 2.2 1.3 1.3 1.3 1.2
E 6 Reputable-Disreputable 3.2 2.8 3.1 2.7 1.7 1.7 1.5 1.6
P 7 Masculine-Feminine 3-2 3.2 3.3 3-5 1.3 1.2 1.1 1.0
P 8 Hard-Soft 3-3 3.^ 3.^ 3.7 1.6 1.4 l.k 1.3
P 9 Serious-Humorous 2.7 2.0 2.9 2.2 1.5 1.2 1.4 1.2
A 10 Active-Passive 2.2 2.5 2.2 2.8 1.4 1.5 1.3 1.5
A 11 Excitable-Calm 2.9 4.1 2.8 k.3 1.7 1.8 1.6 1,6
A 12 Complex-Simple b.7 4.1 4.8 4.0 1.8 1.7 1.6 1.6
*Ad 1— Massey’s Reader Oriented Ad 
Ad 3— Dallas Mutual Life's Reader Oriented Ad 
Ad 2— Massey’s Company Oriented Ad 
Ad 4— Dallas Mutual Life’s Company Oriented Ad
Source: Primary
masculine-feminine and hard-soft. This consistency demonstrates the 
nearly indistinguishable perception between reader and company oriented 
advertising messages. The mean ratings which fell in the range of three 
to four comprised only one fourth'of the U8 computed mean scale values. 
This significant finding further attests to the high degree of perceived 
favorableness for the experimentally tested recruitment advertisements.
Although both reader oriented ads were propitiously perceived by 
respondents, it is interesting to note that the Dallas Mutual Life's ad 
enjoyed the greatest degree of popularity. Moreover, a significantly 
high D value of 10.2h further demonstrated the perceived dissimilarity 
between the reader oriented advertisement. In contrast a comparison of 
company oriented ads revealed that both enjoyed an equal number of small 
mean scale values. However, respondents felt significantly different 
about them relative to the D value of 21.8l, which denoted the 
dissimilarity.
No attempt was made to compute "z" values among the mean scores in 
order to compare one ad against the other. It is not the purpose of this 
investigation to determine statistically which one of the four experi­
mental tested advertisements was most favorably perceived, but rather it 
is the object of this section to ascertain whether or not reader oriented 
advertisements elicit more praiseworthy responses than company viewpoint 
advertisements.
Implications of Experimental Results
As previously stated, hypothesis four was partially affirmed and 
partially disaffirmed. The situation surrounding hypothesis four may be 
attributable to several factors.
The first of these possibilities is that even though the Massey’s 
experimental advertising messages did adequately reflect reader and 
company oriented writing, the difference between these two writing 
styles may have been too subtle fer respondents to make a sharp distinc­
tion between the styles. When the company oriented advertisement was 
reconstructed to conform to reader viewpoint writing the meaning of the 
original advertising message was not altered in any manner. Since the 
company oriented ads, for the most part, did make effective use of the 
we attitude, students, in general, could not significantly distinguish 
between the two writing styles, because they both had favorable appeal.
The reader oriented advertising message explicitly demonstrated the 
you attitude, whereas the company oriented message subtly implied the 
same orientation, thereby creating a situation that was indistinguishable. 
For instance, note the following passages:
In contrast, the advertising copy for Dallas Mutual Life clearly 
presented both reader and company oriented viewpoints. Therefore, 
respondents were able to make a sharp distinction in the writing style. 
This being the case, subjects, of course, judged the reader oriented 
message most favorably, thus substantiating the general belief that reader 
viewpoint writing elicits more laudable responses than "we" viewpoint 
writing.
Company Oriented Reader Oriented
This is the kind of growth that 
means fast-moving advancement 
opportunities— in virtually 
every professional category. 
Opportunities that include 
annual performance appraisals, 
liberal bonuses that range up 
to 200$ of base salary, a 
modern benefit program, and 
much more.
This is the kind of growth that can 
make your advancement opportunities 
move fast--in virtually every pro­
fessional category. You'll find 
that Massey has a lot to offer you. 
Your opportunities include annual 
performance appraisals, liberal 
bonuses that range up to 200$ of 
your base salary, a modern benefit 
program designed especially for you 
to build on, and much more.
Another possibility is that researchers have found, in advertising 
context, that subjects are often reluctant to use the negative side of the 
semantic continuum or graduate a concept negatively.^ This reluctancy to 
evaluate an advertisement negatively may ha,ve also accounted for the 
favorable perception of all the experimental concepts. The writer seems 
to think that students, in general, feel that since advertisements are'
i
prepared by a professional staff of copywriters, they must be good; and 
they generally are good. This feeling toward advertising may be a carry­
over from the belief that students usually have about published materials-- 
if it is published, surely it must be true, and so on. This is not to say 
that respondents are unable to make intelligent judgments as to the level 
of desirability of a company's advertisement. Respondents are, however, 
reluctant to judge a concept undesirable, again, feeling that if it is 
advertised, it must be good.
Analysis of Demographic Factors 
In order to ascertain whether demographic factors are related to 
semantic responses, the information produced by the semantic differen­
tial was classified according to sex, age, and college classification.
As in the previous analyses, the four concepts are compared to determine 
whether such demographic factors do generate more favorable responses 
toward reader oriented advertisements than toward company directed 
advertisements. In addition, hypothesis five will be examined in the 
following sections. The fifth hypothesis, to reiterate, states':
Demographic factors such as sex, age, and college classi­
fication are influential in generating more favorable
^William A. Mindak, "Fitting the Semantic Differential To The 
Marketing Problem," Journal of Marketing, XXV, No. 2 (April, 1969)•
responses for reader oriented recruitment advertisements 
than for company oriented recruitment advertisement.
Sex Differences In Semantic Responses
The semantic patterns in Figure D.U are similar and move in the same 
general direction from scale to scale. This uniformity indicates that 
both males and females generally agreed on the connotative meaning of 
both reader and company oriented recruitment advertisement for Massey's. 
In general, all of the profiles are favorable; that is, they are plotted 
on the right side of the continuum.
A glance at Figure D.5 indicates that women consistenly judged the 
experimental concepts more favorably on evaluative factors than men.
However, what is particularly interesting is that no marked sex 
differences in the direction along the polar continuum of the scales 
were noted. Both males and females showed differences in the same direc­
tion.- In no instance were there any apparent differences for males and 
females in the opposite direction. They never crossed each other on the 
negative end of the continuum. Semantic differential average scores on 
reader and company oriented ads by sex are shown in Table VII.
The D statistic was computed for males and females for each of the 
experimental stimuli to ascertain perceived differences between sexes.
The objective D measure indicated that the sexes' connotation of 
Massey's reader oriented ad was significantly different (D = 2.00).
Hie connotation of Massey's company directed message and Dallas Mutual 
Life's reader oriented advertisement was identical with a D value of 1.8l. 
Although the D values are identical it further shows that men and women 
felt differently about the experimental stimuli. The connotative meaning 
of Dallas Mutual Life's company viewpoint writing for both sexes was more
TABLE VII
SEMANTIC DIFFERENTIAL. AVERAGE SCORES ON READER 
AND COMPANY ORIENTED ADS BY SEX
Reader Oriented Company Oriented
Scale Male Female Male Female Male Female Male Female
Factors Number Semantic Scales Ad 1* Ad 1 Ad 3 Ad 3 Ad 2 Ad 2 Ad 4 Ad k
E 1 Good-Bad 2.8 2.8 2.3 2.2 2.8 2.5 2.3 2.1
s 2 Kind-Cruel 3.0 2.6 2.9 2.6 3-0 2.6 2.9 2.6
E o Believing-Skeptical 3-3 3.4 2.8 2.6 3-3 2.8 2.6 2.3
E 1+ Progres s ive-Regre s s ive 2.3 2.2 2.4 2.3 2.3 2.0 2.3 2.1
E 5 Positive-Negative 2.1 2.0 2.2 2.0 2.2 1.9 2.2 2.1
*fP 6 Reputable-Disreputable 3.1 3.4 2.8 2.9 3.2 3.1 2.7 2.6
P 7 Mas online-Feminine 3.1 3.5 3.2 3-3 3.1 3.5 3.5 3.5
P 8 Hard-So ft 3.1 3.6 3-3 3-4 3.2 3.5 3.7 3.7
P 9 Serious-Humorous 2.6 2.9 2.0 2.1 2.8 3-0 2.2 2.2
A 10 Active-Passive 2.2 2.1 2.5 2.5 2.2 2.1 2.7 2.9
A 11 Excitsble-Calm 2.9 3-0 4.2 3-9 2.8 2.8 4.3 4.3
A 12 Complex-Simple 4.8 4.6 k.2 4.0 k.Q 4.8 4.1 3.8
*Ad 1— Massey's Reader Oriented 
Ad 3— Dallas Mutual Life's Reader Oriented 
Ad 2— Massey's Company Oriented 
Ad 4— Dallas Mutual Life's Company Oriented
Source: Primary
similar than for any of the concepts, with a computed D measure of 1.60. 
Both sexes, however, exhibited a significant difference in their judgment 
of the experimental stimuli.
Because of sample variations in the comparison of demographic fac­
tors to semantic responses, the "t" test was employed in this phase of 
the investigation. However, to test the significance of differences in
the meanings of the concepts between sexes for each of the scales, the
1*one tail "t" test was utilized. The "t" test, or critical ratio tech­
nique, automatically indicates the significance of the difference between 
the two groups. In comparing the male and female connotative meanings of 
the four experimental concepts, the critical "t" value was I.6U5. That 
is, if the calculated "t" was less than or equal to -1.6^5 men responded 
more favorably than women. If, on the other hand, the computed "t" score 
was greater than or equal to +1.6^5 females responded more favorably than 
males;
In examining Table VIII it may be noted that a significant difference 
existed for every concept. A further inspection of the table reveals 
that, overall, men reflected more propitiously and stronger connotations 
relative to all recruiting messages. Although men generally viewed each 
of the four recruiting ads more favorably than women, it should be noted 
that they consistently thought that reader oriented advertisements were
^Procedurally, the following formula was used to compute the "t"
The null hypothesis that M1 = Mg was tested against the alternatives that 











Ad 1* Ad 2 Ad 3 Ad 4
E 1 Good-Bad -4.8o4** -3.7^6** -1.522 -O.587
3 2 Kind-Cruel 3.307 3.629 -1+.909** -5.409**
T? 3 Beli eving-Skeptic al -2.330** 1.017 -3.868** -2.675**
T?
XJ 4 Progressive-Regressive -1.883** -0.318 -2.022** -1.061
E 5 Positive-Negative -0.386 1.176 -0.406 -O.663
E 6 Reputable-Disreputable -2.497** -0.622 -5.527*-* -3.807** '
P 7 Mas culine-Feminine -4.325** -L..U96** -2.339** -8.131**
P 8 Hard-Soft -3-9^9** -4.494** -3.52I+** -5.511**
P 9 Serious-Humorous -6.o4o** -6.810** -9.11+5** -1.572
A 10 Ac tive-Pas s ive -I.081 -1.069 -3.51^ -6.847**
A 11 . Excitable-Calm -6.315-** -5.153** O.I+7I+ -1.889**
A 12 Complex-Simple -3.383** -5.11+3** 0.231 -1.124
*Ad 1— Massey's Reader Oriented 
Ad 2— Massey's Company Oriented 
Ad 3— Dallas Mutual Life's Reader Oriented 
Ad 4— Dallas Mutual Life's Company Oriented
Groups compared: 247 males— 147 females
Degrees of freedom: n-j+-n2~2 = 392
Critical "t" value— one tail test -1.645 
**Males responded more favorably than females.
Source: Primary
'better than the advertisements presented from a company viewpoint. In 
view of this, it may be concluded that male respondents find reader 
oriented advertisements more desirable than company viewpoint advertise­
ments. Female respondents, on the other hand, do not indicate a signi­
ficant preference for either reader or company oriented writing.
Based on the data presented above, hypothesis five is partially 
given credence, because sex (at least in the case of men) is influential 
in generating more favorable attitudes toward reader viewpoint writing 
than company oriented advertising copy. In order to further confirm 
hypothesis five, an analysis of age groups is presented in the subse­
quent section.
Relevancy of Age Groups to Connotative Meaning
In an attempt to further support the above hypothesis, the results 
of the semantic differential relative to age were divided into four 
groups. These four groups will be referred to simply as Groups I, II,
III, and IV. Group I, the second largest group (36.0 per cent), was 
composed of ages 17 to 19, while Group II, the largest group (U6.7 per 
cent), consisted of ages 20 to 22. The interval of ages 23 to 26 comprised 
Group III (12.2 per cent) and finally Group IV (5-3 per cent) contained the 
older and more mature respondents of ages 27 to M+.
All age groups, as one might expect from the previous analyses, 
perceived both reader and company oriented recruiting advertisements 
in a very favorable manner. That is, all mean values for each advertise­
ment appeared on the positive side of the continuum, with one exception—  
Massey's reader oriented ad had a calculated mean score of 5-1 for "the 
semantic rating scale complex-simple. In fact, of the 192 mean scores
shown in Table IX, less than 12 per cent had a value of four and above, 
and what is even more surprising is that these high values appeared 
primarily on two scales--excitable-calm and complex-simple. The reader 
will notice that, for the most part, scale correspondence was very close.
This is rather remarkable in view of the large number of respondents.
In an effort to explicate the semantic difference between reader and 
company oriented advertisements, the four age groups are analyzed by 
means of visxial profiles, D statistics matrices, and the "t" test.
Figures D.6 through D.9 (Appendix D) present a comparison of age groups' 
responses to each of the four experimental stimuli.
By comparing age groups I through IV's responses to the reader view­
point recruiting message for Massey's (Figure D.6), it may be seen that 
all profile patterns are pointed in a positive direction. It is interesting 
to note, however, that Group II (ages 20 to 22) held the recruiting message 
of Massey's more in esteem than any of the other groups. Profile dif­
ferences existed on eight of the 12 scales, all of which had deeper 
penetration toward the left side of the continuum reflecting the most 
favorable impression of the ad among age groups. Group Ill's (ages 23 to 
26) judgment of the ad was slightly less positive. However, on the potency 
and activity scales Group III had the most positive connotation. Conversely, 
Group II had the greatest connotation of evaluative scales for the reader 
oriented writing style of Massey's recruiting message.
In contrast, the Massey's company oriented advertising copy 
(Figure D.7) revealed that on the evaluative scales Group I (ages 17 to 
19) had the most positive connotation, whereas Group III had the best 
connotation of potency and activity for the recruitment advertisement.
TABLE IX
SEMANTIC DIFFERENTIAL SCALE MEANS FOR EACH RECRUITMENT ADVERTISEMENT BY AGE GROUPS
  Semantic Rating Scales________________________
Concepts— Advertisements ~1 2 3 5 5 6 7 5 9 10 11 12*
Massey's Reader Oriented
Group 1 2.8 2.9 3-4 2.2 2.2 3.4 3.3 3.5 2.7 2.3 3.1 4.8Group 2 2.7 2.7 3.3 2.2 1.9 3.1 3.3 3.3 2.9 2.1 2.8 4.8
C-rcup 3 3.1 3.2 3.5 2.5 2.1 3.1 3.0 3.0 2.6 2.0 2.7 4.3
Group 4 2.8 3.*+ 3-5 2.2 2.3 3-4 3.1 3-4 2.8 2.0 3.2 4.9
Massey's Company Oriented
Group 1 2.5 2.7 3.0 2.0 2.0 3-3 3.5 3.4 2.9 2.1 2.7 4.9
Group 2 2.7 2.8 3.1 2.2 2.0 2.9 3.2 3.3 2.8 2.1 2.8 4.7
Group 3 3.2 3-3 3.6 2.8 2.5 3.4 3.0 3.1 3.4 2.2 2.6 4.6
Group 4 3.3 2.9 3.2 2.3 2.5 3.1 3.1 2.6 2.7 2.6 3.3 5.1
Dallas Mutual Life Reader Oriented
Group 1 2.1 2.8 2.5 2.2 2.1 3.0 3.2 3.1 2.0 2.5 4.0 3.8
Group 2 2,3 2.7 2.8 2.3 2.0 2.8 3.3 3.4 2.0 2.4 4.0 4.3
Group 3 2.6 2.9 3.2 3.0 2.9 2.7 3.1 3.9 1.9 ■3.0 4.3 4.3
Group 4 2.7 2.7 2.9 2.2 1.9 2.7 3.2 3.8 2.3 2.0 4.5 4.1
Dallas Mutual Life Company Oriented
Group 1 2.1 2.8 2.5 2.2 2.1 2.8 3.6 3.6 2.2 3.0 4.4 4.0
Group 2 2.2 2.8 2.b 2.2 2.1 2.6 3.4 3.7 2.2 2.6 4.2 4.0
Group 3 2.6 3.0 2.7 2.7 2.6 2.8 3.b 3.9 2.3 2.9 4.5 4.0
Group b . 2.2 2.9 2.5 2.3 2.2 2.5 3.5 4.0 2.6 2.6 4.0 3.8
*The semantic rating scale numbers correspond to the scale description in Table VIII. 
Sour c e: Primary
In spite of this, respondents in Group III viewed the company viewpoint 
writing of Massey's less favorably than any of the other groups. The 
greatest profile differences occurred on the evaluative scales which 
extend toward the polar adjectives on the right side of the continuum. 
This negative direction indicates the least positive connotation for the 
company oriented recruiting message noticed among age groups. Group IV 
(ages 27 to ¥0, 011 ^he other hand, considered the stimulus to have the 
least connotation of activity.
Group III, in Figure D.8, almost unequivocally judged the reader 
oriented writing of Dallas Mutual Life less desirable than other age 
groups. Group I, as seen in previous analyses, perceived this reader 
viewpoint writing most favorably. This conclusion was drawn from the 
profile symmetry in which Group I rated the ad somewhat better on a 
number of semantic rating scales. The two remaining groups' perception 
of the ad is nebulous without the aid of statistical techniques.
The profile symmetry in Figure D.9 shows that Group III again 
expresses the least positive connotation of Dallas Mutual Life's company 
oriented advertisement. That is, respondents in Group III felt less 
praiseworthy about this recruiting message than any of the other age 
groups. Group III viewed three of the four recruitment advertisements 
with substantially less positive connotation. It seems that respondents 
in Group III are somewhat skeptical of recruiting advertisement regard­
less of the writing style. It is almost indeterminable from the profile 
patterns which of the three remaining groups viewed the company oriented 
recruiting message of Dallas Mutual Life most propitiously. It appears, 
however, that subjects in Group IV visualized the ad slightly better than 
respondents in Group III. This is evident on the evaluative scales where
the greatest disparity exists between Groups III and IV. Group II, on 
the other hand, seems to have a slightly better connotation of the ad 
than any other group.
Similarity of Connotative ffrofiles of Age Groups. Although profile 
analyses and comparisons are helpful in visualizing group profile pat­
terns, another useful analytical tool for determining the degree to which 
groups "think alike" with respect to concepts is Osgood’s generalized 
distance formula, commonly know as the D statistic. The reader may 
recall that the D statistic measures distance between semantic profiles, 
or it can be applied in the comparison of two groups on how similarly 
they perceive the same concept. As previously mentioned, Osgood 
established that a scale unit shift of .5 for groups is probably signifi­
cant relative to differences in connotative meaning; the smaller the D, 
the greater the similarity between concepts or between groups.
Table X presents the D values between age groups for each of the 
experimentally tested recruitment advertisements. The D scores which 
appear in the matrix are taken over all scales' scores given in Table IX.
It is interesting to note that in no instance did the D values in Table X 
exceed 1.99* Although such magnitude is sufficient to indicate possible 
differences between group perception of the experimental advertisements, 
this lack of very large D values is an indication of why it was impossible, 
in some instances, to determine from the visual profile analysis how each 
group felt toward the four experimental stimuli. The reader may further 
note that 23 of the 2k D values sufficiently differentiated the four age 
groups from one another. It may be concluded from this observation that 
age does influence the perception of writing style in recruiting messages.
TABLE X
D MATRICES BETWEEN AGE GROUPS FOR EACH 
RECRUITMENT ADVERTISEMENT
Groups
Groups I II III IV
Massey's Reader Oriented
I .00 .65 1.08 .70




I .00 .61 1.62 1.38
II .00 1.36 1.15
III .00 1.50
IV .00
Dallas Mutual Life Reader Oriented
I .00 .73 1.75 1.32
II .00 i M .9^
III .00 1.73
IV .00
Dallas Mutual Life Company Oriented
I .00 .1*8 .93 • 93




It may be seen from an inspection of Table X that the largest linear 
separation in the semantic space with respect to Massey's reader oriented 
message existed between Group I and III (D = 1.08) and between Groups III 
arid IV (D = 1.08). The greatest disparity for Massey's company viewpoint- 
advertising message was between Groups I and III (D = 1.62) and the second 
largest difference relative to age was Groups III and IV (D = 1.50).
Comparing age groups’ responses to Dallas Mutual Life's recruiting 
advertisements, it may be noted that the largest D value for reader 
oriented writing occurred between Groups I and III (D = 1.75) and between 
Groups III and IV (D = 1.73)* In contrast, company oriented messages 
showed the greatest disparity between Groups II and III (D = 1.23). In 
each of these cases although the D values were not unusually large, they 
did exceed the limit established by Osgood for possible differences in 
connotative meaning. It may be inferred from this analysis that respon­
dents in all age groups were sensitive to advertising writing styles.
Test of Significant Differences for Age Groups. Although the D 
statistic provides an adequate index of profile similarity, a test of 
significant difference is needed to ascertain the direction of each 
group's responses. Therefore, the single tail "t" test was applied to 
each age group for each of the experimental stimuli at the .05 level of 
confidence.
Table XI presents the "t" values between each age group and the four 
concepts. By comparing the first age group with each of the remaining 
age groups, or by comparing the second age group with each of the 
remaining age groups, it may be seen that as age increases the number of 
significant values decreases. The perception of advertising writing 
style thus appears to be a function of age difference. It can be seen
TABLE XI
"t" VALUES1 OF THE DIFFERENCES BETWEEN AGE GROUP PAIRS 
FOR EACH CONCEPT-SCALE COMBINATION
Age Group Paired
Concepts-Scales 1/2 1/3 2/3 2/4 3/4
Massey's reader oriented ad 
GOOD-BAD • • • • • • -1.666** -2.416** -2.445** • • •
REPUTABLE-DISREPUTABLE 2.109* • • • • • • • • • • • • • • •
HARD-SOFT • • • 1.972* • • • • • • • • • • «  1
COMPLEX-SIMPLE • * * • • • • • • 1.664* • • • • • •
Massey's company oriented ad 
GOOD-BAD • • • -2.714** -2.447** -2.141** -1.999**
/
• • 1
KIND-CRUEL • • • -2.659** • • • -2.244** • • • • •  •
BELIEVING-SKEPTICAL • • • -1.909** • • • -1.776** • •  • * • •
PROGRESSIVE-REGRESSIVE -1.974** -4.307** • • • -2.833-** • • • • • •
POSITIVE-NEGATIVE • • • -2.197** • • • -2.093** • • • • * •
REFUTABLE-DISREPUTABLE • • • • • • • • • -1.881** • • • * • •
MASCULINE -FEMININE 2.849* 2.584* • • • • • • • • • • • •
SERIOUS-HUMOROUS • • • -1.943** • • • -2.639** • • • 1.660*
EXCITABLE-CALM • • • • • • • • • • • • • • • -2.059**
Dallas Mutual Life's reader oriented ad 
GOOD-BAD • • • -2.156** -1.870** • • • • • • • • •
BELIEVING-SKEPTICAL -1.755** -2.466** • • • • • • • • • • • •
PROGRESSIVE-REGRESSIVE • • • -3.242** • • • -2.962** • • • 2.042*
POSITIVE-NEGATIVE • t « -3.510** • • • -4.368** • • • 2.557*s 1 Cl o *T1 • • • -2.909*-* -2.016** -2.006** * • 0 • • •
ACTIVE-PASSIVE • • • • • • • • • -2.155** • • • 2.373*
EXCITABLE-CALM • • • -1.704** • • • • • • • • • • • •
COMPLEX-SIMPLE -2.525** • • • • • • • • • • • • • 0 •
TABLE XI (Continued)
Age Group Paired
Concepts-Scales 1/2 173 T f t  W l
Dallas Mutual Life’s company oriented ad 
GOOD-BAD • • • -2.276** • • • -2.199** • • • • • *
PROGRESSIVE-REGRESSIVE • • • -2.645** • • • -2.997** • • • • • •
POSITIVE-NEGATIVE • • • -2.481** • • • -2.534** • • • • 0 4
ACTIVE-PASSIVE 1.912* • • • • • • • • • • • • • * •
^Only those values significant at the .05 level are given.
Critical "t" values single tail test: 1.645 = +1.645 andM-^ -/U-ĝ O = -1.645)
+*1.645—
Group 2, 3, 4 perceived the ads more favorably than group 1
3 perceived the ads more favorably than 2
4 perceived the ads more favorably than groups 2 and 3
**1.645-
Group 1 perceived the ads more favorably than groups 2, 3j 4
2 perceived the ads more favorably than groups 3 and 4
3 perceived the ads more favorably than group 4
Source: Primary, Table IX
from Table XI that only five of the relationships showed no statistical 
difference. Four out of the five appeared in the advertisement of Dallas 
Mutual Life. Of these, three appeared in their company oriented adver­
tisement for age group pairs I-1V-, II-IV, and 1TI-IV.
An inspection of the data for Massey's reader oriented messages 
shows that no statistical, differences existed for the jsaired age groups 
III-IV. A further examination of the table relative to Massey's adver­
tisements reveals that its company oriented message had 20 statistically 
significantly different values, most of which were obtained for age 
Groups I and II. The number of significant "t" values for its reader 
oriented advertisement was substantia.lly smaller--six significant "t" 
scores. From this comparison of significant values, it may be concluded 
that Massey's company oriented recruiting message was favored over its 
reader viewpoint message.
Examining Table XI further, it may be noted that significant dif­
ferences were not obtained between age groups I-IV, II-IV, and III-IV 
relative to Dallas Mutual Life's company viewpoint recruiting message.
This lack of significant difference for these age groups probably accounts 
for their undeterminable profile direction discussed in the profile 
analysis section. The reader oriented recruiting message for Dallas 
Mutual. Life, on the other hand, had 17 "t" values that were of signifi­
cant difference. In view of this comparatively large number of signifi­
cantly different "t" values it is reasonable to assume that Dallas Mutual 
Life's reader viewpoint recruiting advertisement was more favorably 
perceived than its company oriented message.
A summary of the number of significant differences for each of the 
advertisements, including a. breakdown of the findings for each age group, 
appeal's in Table XII.
TABLE XII
NUMBER OF SIGNIFICANT SCALE-CONCEPT 
"t" VALUES FOR EACH AGE GROUP
Age Groups Ad 1
Adverti s ements * 
Ad 2 Ad 3 ..A d T Total
I 1 8 10 3 22
II 3 9 h k 20
III 2 3 0 0 5
IV _0 _0 J3 _0 _3
Total 6 20 17 7 50
*Ad 1--Massey's reader oriented 
Ad 2— Massey's company oriented 
Ad 3— Dallas Mutual Life's reader oriented 
Ad ^--Dallas Mutual Life's company oriented
Source: Table XI
It may be noted, in Table XII, age group I demonstrated the greatest 
degree of sensitivity toward advertising messages. Age group IV, on the 
other hand, is less sensitive to recruiting messages than any other group. 
The high degree of advertisement sensitivity for Groups I and II could be 
due to the fact that the greatest number of students comprised these two 
age groups.
The above finding partially validates the hypothesis that age is 
influential in generating more favorable responses toward reader oriented 
recruitment advertisements. This partial confirmation is evident when 
the number of statistically significant differences are summed for all 
age groups for each advertisement. The results of the summation indicates 
that respondents viewed Massey's company oriented recruiting message 
significantly better in one instance and in another instance they per­
ceived Dallas Mutual Life's reader oriented advertisement significantly
better. Although, the hypothesis is partially validated, it is important 
to note that this finding substantiates a previous finding in which these 
ads were perceived in a like manner. This provides an additional rein­
forcement to the confidence with Which the experimental results are 
reported. A further attempt to validate hypothesis five includes an 
analysis of college classification which is the subject of the proceeding 
section.
College Classifications Relative to Semantic Responses
l'n order to accomplish the purpose of this section, respondents we re 
divided, traditionally, into Freshman, Sophomores, Juniors, Seniors, and 
others. The others category included special undergraduate students. The 
number of subjects in each classification respectively was 63, 106, 117? 
101, and 7.
As in previous sections the mean values for each scale for the five 
classifications rating the four concepts were computed. These mean 
values, as in previous visual analysis, were plotted to form semantic 
profiles, which provide a visual comparison between classification for 
each of the experimental stimuli. Such multiple contrasts of semantic 
profiles for college classifications were used in testing the minor hypo­
thesis relative to demographic factors. To reinforce and complement the 
visual analysis the D statistic was computed to measure the semantic 
distance between each of the classification categories for each recruit­
ment advertisement. The five categories were also contrasted by means 
of the Student's "t" test.
Visual Analysis of College Classification. The mean values used in 
plotting the visual profiles are given in Table XIII. An inspection of 
the table indicates that a majority of the mean values ranged from 1.9
TABLE XIII
SEMANTIC DIFFERENTIAL SCALE MEANS FOR EACH RECRUITMENT ADVERTISEMENT BY COLLEGE CLASSIFICATION
Concepts— Advertisements 1 2 3 1+
Semantic Rating Scales 
5 6 7 8 9 10 , 11 *12
Massey’s reader oriented
Freshmen 2.9 2.9 3.2 2.3 2.3 3-5 3-3 3.3 2.7 2.2 2.9 i+.8Sophomores 2.6 3.0 3.3 2.2 1.9 3.1 3.1 3.b 2.6 2.2 3.2 if.7
Juniors 2.9 2.7 3.6 2.3 2.0 3.3 3.2 3.if 2.8 2.2 2.7 1+.8
Seniors 2.8 2.9 3-3 2.2 2.0 3.1 3-3 3.1 2.9 2.1 2.9 if.5Others 3-3 3.if 3.1 3.3 2.9 3.9 3.6 3.3 3.0 1.9 3.3 l+.l
Massey’s company oriented
Freshmen 2.7 2.7 3.0 2.0 1.9 3.4 3.5 3.5 2.7 2.2 2.7 if.9
Sophomores 2.1+ 2.8 2.9 2.0 1.9 3.1 3.3 3.1+ 2.7 2.2 3-0 1+.8
Juniors 2.8 2.9 3.3 2.2 2.1 3.1 3.2 3.3 2.9 2.2 2'. 7 if.7
Seniors 2.9 3.0 3.2 2.5 2.3 3.1 3.3 3.2 3.1 2.1 2.8 1+.8
Others 2.9 2.7 3.3 2.9 3-1 3.3 2.9 3.6 3.6 2.1 2 2 • cl l|.l+
Dallas Mutual Life's r.eader 
• Freshmen
oriented
2.0 2.6 2.1+ 2.1 2.3 3.0 3.0 2.9 1.9 2.0 3.9 3.6Sophomores 2.3 2.9 2.7 2.1+ 2.1 3.1 3.3 3.5 2.0 2.9 If.3 1+.0
Juniors 2.2 2.7 2.8 2.3 2.0 2.8 3-3 3 -1)- 2.0 2.7 If .0 if.3
Seniors 2.1+ 2.8 2.9 2.5 2.2 2.5 3.2 3J4 2.1 2.3 If.2 if.3
Others 2.3 2.1+ 2.9 2.6 2.7 3 ^ 3-9 If.7 2.6 3.1 3-If 3.7
Dallas Mutual Life’s company oriented 
Freshmen 2.0 2.7 2.3 2.1 2.1 3.0 3-6 3.5 2.3 2.7 If.If 3.7
Sophomores 2.2 3.0 2.5 2.2 2.1 2.8 3.1)- 3.7 2.0 2.9 If.2 1+.0
Juniors 2.3 2.8 2.1+ 2.1+ 2.2 2.7 3.6 3.7 2.2 2.9 If.2 if.i
Seniors 2.3 2.7 2.7 2.3 2.2 2.1+ 3-h 3.7 2.3 2.6 lf.l+ l+.o
Others 2.6 3.3 2.6 2.3 3.0 3-3 3.3 3.6 2.1 3.If if.6 l+.o
*The semantic rating scale numbers correspond to the scale description in Table VIII.
Source: Primary
scale units to 3.6 scale units, a range of 1.7 scale units. Of the 2^0 
mean values presented, less than 11 per cent were in the neutral position. 
The largest mean score among these 2̂ +0 ratings was b.9, which further 
substantiates previous findings that both recruiting writing styles were 
perceived connotatively "good." The narrow range of mean values is best 
seen from an inspection of Figure D.10 through D.13 (Appendix D), which 
compares Freshmen, Sophomores, Juniors, Seniors, and Special Under­
graduate students’ responses to each of the experimentally tested recruit­
ment advertisements.
Figure D.10 gives the semantic profile symmetry for the reader view­
point recruiting message for Massey's. It may be seen from this illustra­
tion that respondents in each of the five classification categories 
virtually perceived the reader oriented recruiting ad as being conno­
tatively "good." There appears to be little difference between the 
group on the potency and activity scales. However, in the subsequent 
section an analysis is given which combines scale magnitude and profile 
shape to ascertain whether or not meaningful differences exist between 
each classification group.
For the moment, however, the, visual profile of Figure D.10' seems to 
indicate that Sophomores perceived this reader viewpoint ad connotatively 
better than any of the other groups. With the exception of the Special 
Undergraduate group, Freshmen’s impression of the recruiting message is 
less connotatively "good" than Sophomores, Juniors, and Seniors. Sur­
prisingly, Seniors do.not seem to perceive the reader oriented appeal of 
Massey's substantially different from Sophomores and Juniors. One might 
expect Seniors to be more discriminating in their perception of 
recruiting advertisements, because many will probably be in the job
market in the very near future. It is quite possible, on the other hand, 
that the ad's appeal was such that Sophomores, Juniors and Seniors were 
equally impressed by the reader viewpoint advertising copy.
The profile patterns of the Special Undergraduate group have an 
interesting shape. It seems as though the company oriented appeal of 
Massey's for the Special Undergraduate group has the effect of giving 
lower (positive) activity and substantially higher (negative) potency 
and evaluative connotation to this experimental stimulus. A further in­
spection of Figure D.ll suggests the possibility that all classification 
groups, with the exception of the Special Undergraduate group, viewed 
Massey's company oriented recruiting message in a somewhat similar 
fashion. The greatest noticeable difference between Freshmen, Juniors, 
and Seniors appeared on the evaluative and potency scales. Sophomores 
and Seniors, conversely, appeared to have the greatest degree of 
disagreement on how connotatively "good" the advertising appeal of 
Massey's company viewpoint recruitment advertisement.
Differences in the meaning of Dallas Mutual Life's reader view­
point recruiting message for the various classification groups are noted 
in Figure D.12. It is quite clear from the profile symmetry that pro­
nounced differences existed in the connotative meaning of this experi­
mental stimulus, for each group of respondents. It is also obvious that 
Special Undergraduate students' judgment of the reader oriented appeal of 
Dallas Mutual Life is substantiately higher (negative), especially on six 
of the 12 semantic differential rating scales, than those of the other 
groups. The greatest differences are on the last three evaluative scales 
and the potency scales, where they rated the ad further away from the 
desirable end of the continuum. The reader viewpoint advertising appeal
of Dallas Mutual Life was judged most favorable by Freshmen. On the 
evaluative, potency and activity factors, the ad had the most positive 
connotation for college Freshmen. Conversely, the pendulous rating by 
Juniors and Seniors suggest that •they may have perceived the experimental 
stimulus with approximately the same degree of connotative "goodness."
The sharp distinctions that characterized the profile patterns of 
Dallas Mutual Life's reader oriented advertisement are not present in 
its company oriented recruiting message. It may be noted from Figure 
D.13 that scale corespondence is extremely close, with the exception of 
the Special Undergraduate group. This close proximity of semantic stimulus 
indicates that Freshmen's, Sophomores', Juniors', and Seniors' connotations 
of the company viewpoint recruiting message of Dallas Mutual Life are not 
appreciably dissimilar. As in the previously discussed visual profiles, 
Special Undergraduate students have the least positive connotation of the 
advertising appeal. Similarity in connotative meaning is further deter­
mined with the aid of the D statistic and the test of significant dif­
ference is ascertained by the "t" test. These tests are the subject of 
the subsequent sections.
D Statistic Relative to Classification. Now that the visual analyses 
are completed, the similarity of connotation between classification for 
each of the four experimental concepts needs to be assessed. Thus, the 
following section is concerned with the proximity of the connotative 
meaning of each recruitment advertisement between classification groups.
For example, did Freshmen and Sophomores perceive Massey's reader oriented 
recruiting message alike or did Freshmen and Juniors perceive the concept 
similarly, and so on, for each individual recruitment advertisement. To 
ascertain the similarity or dissimilarity between each group's perception 
of the concepts, a matrix of D statistics relating classification to
classification was computed for each experimental stimulus. The D 
matrix for the data of Table XIII is given in Table XIV.
As can be seen from Table XIV, kQ D's significantly differentiated 
the given groups from one another.^ Since W3 of the D values are considered 
to be' large, it can be said that groups differ significantly in their 
perception of the recruitment advertisements. The conclusion may, there­
fore, be drawn that college classification does, in fact, influence the 
perception of recruitment advertisement.
An analysis of the reader viewpoint writing of Massey, Table XIV 
shows all of the relationships to be significantly different. By sue- . 
cessively pairing the D's values it is apparent that wide clusters have 
been formed; that is, the classification groups perceived the reader 
viewpoint appeal of Massey's dissimilarly. For example, look at the 
Freshmen row in the matrix. The D scores for Freshmen/Sophomores,
Freshmen/Juniors, and Freshmen/Seniors are larger than one-half scale 
unit. Sophomores/Juniors, Sophomores/Seniors, and Juniors/Seniors also 
demonstrated this dissimilarity in connotative meaning.
The largest D values are associated with the Special Undergraduate 
Group, thus reflecting the greatest difference in judging the concept.
This finding is consistent with the profile analysis which indicated that 
Special Undergraduate students had the least positive connotation of the 
ad than any of the other groups. The smaller D values, however, seem to 
indicate that Massey's reader oriented ad*received the most positive 
connotation from Freshmen, Sophomores, Juniors, and Seniors.
Inspection of the D matrix for the company viewpoint recruiting 
message for Massey's shows that Juniors/Seniors viewed the ad alike.
Aside from this connotative similarity all other classification comparisons
TABLE XIV
D MATRICES BETWEEN COLLEGE CLASSIFICATION FOR RECRUITMENT ADVERTISEMENT
Classification Freshmen Sophomores Juniors Seniors Others
Massey's Reader Oriented Ad
Freshmen 0.0 0.75 0.63 0.72 1.66
Sophomores 0.00 0.79 0.70 2.06
Juniors 0.00 0.71 1.99
Seniors 0.00 1.86
Others 0.00
Massey's Company Oriented Ad
Freshmen 0.0 0.57 0.6b 0.95 1.95
Sophomores 0.00 0.77 1.02 2.09
Juniors 0.00 o.ij-9 1.52
Seniors 0.00 1.35
Others 0.00
Dallas Mutual Life's Reader Ori.ented Ad
Freshmen 0.00 1.29 1.22 1.30 2.59
Sophomores 0.00 0.62 0.89 1.98
Juniors 0.00 0.60 2.10
Seniors 0.00 2.30
Others 0.00
Dallas Mutual Life's Company Oriented Ad
Freshmen 0.0 0.77 0.7b 0.90 1.55
Sophomores 0.00 0.1)3 0.73 1.55
Juniors 0.00 0.59 1.39
Seniors - 0.00 1.65
Others 0.00
Source: Primary
judged the ad distinctly differently. The largest D's are, again, 
between the Special Undergraduate students and the other groups. This 
result also indicates that this group of students felt less positive 
toward the company oriented advertising appeal of Massey’s.
In examining the matrix for Dallas Mutual Life’s reader oriented 
advertisement, Table XIV, the various classification groups demonstrated 
they did not "think alike" in judging this particular ad. The largest 
linear separation in the semantic space was once again between the Special 
Undergraduate Group and the other classification groups. The second 
largest difference existed between Freshmen/Sophomores, Freshmen/Juniors, 
and Freshmen/Seniors. This distinct difference between Freshmen and the 
other groups seems to confirm a previous observation that Freshmen had 
the most favorable connotation of the reader oriented stimulus of Dallas 
Mutual Life. It is interesting to note there were only three D values 
that did not exceed one scale unit. The smaller D’s existed between 
Sophomores/Juniors, Sophomores/Seniors and Junior s/Seniors. This close 
proximity accounts for this almost parallel profile symmetry.
A final inspection of Table XIV reveals that all groups with the 
exception of the Special Undergraduate group, had D values ranging from 
.1+3 to .9O3 a- range of .1+7 scale unit, which can be interpreted as being 
small. This narrow range helps to explain the tendency of these groups 
to polarize less on the Dallas Mutual Life's company oriented ad than 
any of the other advertisements.
In spite of the small D values, there was only one instance in which 
the scores did not meet the criterion for significant difference in 
connotative meaning. This similarity in meaning occurred between 
Sophomores/Juniors. The largest linear separation, as in the previous .
analysis, appeared in the comparisons with the Special Undergraduate 
group. The small D values, although significant, help to explain the 
close scale correspondence which was shown in Table XIII and Figure D.13.
This analysis of linear distance between classification for each of 
the four recruiting advertisements suggests that neither the reader nor 
the company oriented writing was perceived negatively. This observation 
is based upon the fact that none of the significant C values were exces­
sively large. If, on the other hand, either of the waiting styles was 
perceived negatively, the D values would have been much larger than those 
appearing on Table XIV. A test of directional significant differences is 
the subject of the following section.
Statistically Significant Relationships Relative to Classifications.
To analyze further the semantic differential data relative to classifica­
tion, the "t" test was applied to U8 (12 scales for each of four concepts) 
semantic rating scales; however, the comparison of one classification to 
another yielded 120 (10 comparisons for each of 12 semantic rating scales) 
"t" values per concept. In total, U80 "t" values were computed to deter­
mine whether or not statistically significant differences existed between 
the semantic responses of five college classification and four experi­
mentally tested recruitment advertisements. The "t" values, utilizing 
the .05 level of significance, for the experimental stimuli are presented 
in Table XV.
It may be seen from Table XV that only 10 values met the criterion 
of the "t" test for the reader oriented advertising appeal of Massey’s. 
When Freshmen responses to the concept are compared to Sophomores, Juniors, 
Seniors, and Special Undergraduate students, only one statistically sig­
nificant relationship developed in each comparison. That is, Freshmen
TABLE XV
"t" VALUES1 OF THE DIFFERENCES BETWEEN COLLEGE CLASSIFICATION FOR EACH CONCEPT-SCALE COMBINATION
Concept-
Scales F-So F-J F-3r F-0 3o-J So-Sr So-0 J-Sr • J-0 Sr-0
Massey's reader oriented ad 
KIND-CRUEL • • ♦ • • • 1.717* t • • • • • • • • # » t ♦ •
PROGRESSIVE-
REGRESSIVE • • • • • • * * • -I.988** • « 9 • • • -2.191*** • • « -1.766** -2.070**
POSITIVE-
NEGATIVE 1.81*0* • • • • • • • • • • • • -1.825** • • • • • • • • •
HARD-SOFT • • e • • • • • • • • • • • • • • • • • • -1.727* • • • • 1 *
SERIOUS-
HUMOROUS • » » • # • » • • • * • • • • -I.826** • * • • • • • • • • • •
EXCITABLE-
CALM • • • • • • • • • • • • 2.056* • • • • • • • • • • • • • • •
Massey's company oriented ad 
GOOD—BAD ••• .. • • • • • • • -1.915** -2.192** • • • • • • • • • • • •
BELIEVING-
SKEPTICAL • • • • • • • • • • • • -1.99^** • • • • • • » • • • • • • • •
PROGRESSIVE-
REGRESSIVE • •  • t • • -2.361** -1.685** • • • -3.202** -2.102** -1.811** • • • • • •
POSITIVE-
NEGATIVE • • • • • • • • m -2.259** -I.656** -2.361** -2.779** • • • -2.017**
SERIOUS- 
HUMOROUS • • • • • • -1.710** • • • # • • -2.321** -1.753** • • • • • • • • •
Dallas Mutual 
GOOD-BAD
Life reader oriented 
• • • • • •
ad
-1.811** • • « • « « • • • • •  # • • • • • • • *  •
KIND-CRUEL • • • • • • • • • • • • • • • • • • • • • • « • • • • 1 • •
BELIEVING-
SKEPTICAL -1.72U** -1.9U8** • • • • • • • • • • • • • • • • • • • • •
Concept-
Scales F-So F-J F-Sr
TABLE XV (Continued)
F-0 So-J So-Sr So-0 J-Sr J-0 Sr-0
REPUTABLE -
DISREPUTABLE ... • • • • • • • • • • • • 2.529** • • • • • • • • • • • •
HARD-SOFT -2.536** -2.485** -2.191** • • • • • • • • • -2.184** • • • -2.491** -2.172**
ACTIVE-
PASSIVE -3.125** -2.495** • • • -2.164** • • • 2.438* • • • 1.806* • * • « • A
COMPLEX-
SIMPLE -2.356** -2.451** • • • • • • • • • • • • • • * • • • • • •
Dallas Mutual Life company oriented ad 
KII'ID-CRUEL -1.792** • • # • • • 1.840* • • • • • • • • • • * •
F0SITIVE-
HECATIVE • • • • • • -1.824**- • • • • < 1 -2.186** • • • -1.875** • • •
REPUTABLE-
DISREPUTABLE ... • • • 2.526* • • • • • • 1.731* • • • • • • • • • -1.659**
SERIOUS-
HUMOROUS • • • • • • • • • • • • -1.865** • • • • • • • • • • • •
-'-Only those values significant at the .05 level are given.
^F=Freshmen; So=Sophomores; J=Juniors; Sr=Seniors; 0=0thers
Critical "t" values single tail test 1.645 for all groups except for F-Sr; So-0; J-Sr; Sr-0. These four paired 
classification due to smaller sample size has a critical "t" of I.658. -/u_2>-0 = +1.645) (pr - = -1.645)
and ( ^  - ̂ 0 = 4-1.658) - ^ < 0  = -I.658)
*+1.645— Sophomores, Juniors, Seniors, and Others; Sophomores perceived ads more favorably than F; Juniors
perceived ads more favorably than So; Seniors perceived ads more favorably than So, J; Other perceived 
ad more favorably than J, So, Sr.
**-1.645— Freshmen perceived ads more favorably than So, J, Sr, 0; Sophomores perceived ads more favorably than 
J, Sr, 0; Juniors perceived ads more favorably than Sr, 0; Seniors perceived ads more favorably than. 0.
Source: Table XIII
only perceived the Massey’s reader oriented ad significantly more favorable 
than Special Undergraduate students. Special Undergraduates, on the other 
hand, had no statistically significant relationships. The results seem 
reasonable, because they consistently judged the concept less propitiously 
than any o-f the other groups. The reader will notice that when Special 
Undergraduates are compared with Freshmen, Sophomores, Juniors, and 
Seniors that statistically significance differences are not observed in 
any such comparisons.
Table XV also presents a comparable analysis of the company oriented 
advertising appeal of Massey’s. It is apparent that perceptional dif­
ferences were greater than in the preceding analysis; l6 scales possessed 
significant differences at the .05 level. It may be concluded from this 
finding that Massey's company oriented recruitment advertisement was more 
auspicioi;sly viewed than its companion ad. It is interesting to note, 
however, the number of significant "t's" (10) between Sophomores/juniors, 
Sophomores/Seniors, and Sophomores/Special Undergraduates. This is not 
unexpected since a similar observation was noted in the visual analysis. 
Another interesting finding is that no favorable significant differences 
were observed in the Senior comparison nor in the Special Undergraduate 
comparison. Of the l6 "t" scores that were outside the critical value for 
this concept, 13 values appeared on the evaluative scales and the remaining 
three were concentrated on the potency scale (the bipolar adjective hard).
The Dallas Mutual Life's reader oriented recruitment advertisement 
had the largest number of significant relationships (17 significant "t’s") 
of any of the recruitment advertisements. In general, subjects tended to 
judge this concept more favorably than its counterpart--Massey’s reader 
oriented ad. Interesting also is that no significant patterns of perceived
differences emerged between Special Undergraduate students and other 
college students. This result is not unusual since the former con­
sistently judged the ad less favorably than the latter groups. Freshmen, 
on the other hand, had a noticeable number of significant differences. 
Another interesting finding is that statistical differences appeared on 
all three factors— evaluative, potency, activity. The majority of the 
significant "t's," however, developed on the potency and activity scales. 
Only three evaluative scales possessed significant differences.
A further analysis of the data in Table XV reveals that the number 
of significant differences for Dallas Mutual Life's company oriented 
recruitment advertisement is smaller than any of the other recruiting 
ads. The most interesting finding in this significant pattern of 
responses is that eight of the nine significant "t" values appeared on 
three evaluative scales. The potency scales had only three significant 
"t's," and none was observed on the activity scales. In view of the small 
number of statistically significant relationships it may be concluded that 
the concept was perceived less favorably than its twin ad. Further inspec­
tion of data revealed that no propitiously significant differences were 
found between the Special Undergraduate Group comparison. This result is 
congruous with Figure D.13, which illustrated that Special Undergraduate 
students had rated the ad less impressionable. The finding, however, is 
consistent with previous analyses which demonstrated that Special Under­
graduate students rated all of the recruiting messages toward the negative 
end of the continuum.
Table XVI summarizes the number of significant differences for each 
classification and for each recruitment advertisement.
TABLE XVI
MJMBER OF SIGNIFICANT "t" VALUES FOR EACH CLASSIFICATION 
AND EACH RECRUITMENT ADVERTISEMENT
Classification Ad 1
Advert i s ement s * 
Ad 2 Ad 3 Ad 4 Total
Freshmen 1 b 11 2 18
Sophomores b 10 1 2 17
Juniors 3 2 1 1 7
Seniors 2 0 k k 10
Special
Undergraduates 0 0 0 0 01 ■
Total 10 16 17 9 52
*Ad 1— Massey's reader oriented 
Ad 2— Massey's company oriented 
Ad 3'— Dallas Mutual Life's reader oriented 
Ad k— Dallas Mutual Life's company oriented
Source: Table XV
It may be seen from Table XVI that, in general, the greater the 
classification difference the greater number of significant values. Thus 
it seems that the perception of recruiting messages is a function of 
college classification.
College Freshmen and Sophomores appeared to be more impressionable 
in their judgment of recruiting ads. Special Undergraduates, on the other 
hand, had a less favorably connotative impression of the experimental con­
cepts. Assessing the significance of this result is difficult. The 
Special Undergraduate group contained only seven respondents. Thus the 
magnitude of this group is not very large and it may account for the 
generally less desirable judgment of recruitment advertisement.
The overall pattern of responses to each of the experimental stimuli 
revealed that the demographic hypothesis is once again only partially 
confirmed. In general, based upon the number of accumulative "t" values
for each ad, Dallas Mutual Life's reader oriented advertisement and 
Massey's company oriented advertisement were viewed connotatively better 
by respondents. Since respondents judged both a reader and company 
oriented ad as being most desirable, this fact partially negates a por­
tion of the hypothesis which, in part, states: college classification
is influential in generating more favorable responses for reader ads than 
for company oriented ads. It is important to note, this result is con­
sistent with similar findings noted throughout this investigation relative 
to the fifth hypothesis.-^
Discussion of Demographic Factors
It is shown in the preceding sections that the semantic differential 
measures change in the meaning of concepts to respondents when they are 
analyzed according to sex, age, and college classification. Hie change 
for age demonstrated that certain age groups are more sensitive to the 
perception of written mass communications than other age groups. An 
interesting fact to consider here is that of all the concepts tested, 
Massey's company oriented recruitment advertisement underwent the greatest 
quantitative change between levels, especially for subjects in age Group 
I and II. The second largest quantitative change was related to the 
reader oriented advertising appeal of Dallas Mutual Life; again Group I 
and II showed the greatest change. The least number of changes occurred 
in Groups III and IV. This result may be due to the maturity of the 
respondents in each of these age groups. That is, Group III included
^The calculation for correlation coefficients showed no discernible 
relation between age, sex, classification and semantic responses.
ages 23-26 and the age interval for Group IV was ZJ-bh years of age.
Even though the number of respondents in Group III and IV {hj and 21 
respectively) were relatively small, when compared with Group I (1^2) 
and Group II (l8U), it seems possible that students in the former groups 
were skeptical about these recruiting messages because they were more 
likely to be in the job market in the next semester or two following 
this investigation. This immediacy to the job market may have exerted 
some influence upon response behavior. Consequently, advertising mes­
sages which stressed employment opportunities in the retail and insurance 
industries are likely to be less appealing to older students than to 
younger students, because of the stereotype image of these industries. 
Moreover, respondents in age Groups I and II were probably more 
immediately concerned about successfully completing their college 
careers than about their employment opportunities. Therefore, they 
may have been more objective in judging writing styles in advertisement 
and less concerned about the long and irregular working hours associated 
with retailing and the endless pursuit of potential insurance prospects.
In general, the same things may be said for college classification, 
because Juniors and Special Undergraduate students showed the least 
quantitative significance relative to connotation of recruiting messages. 
Special Undergraduate students' attitude toward the tested recruiting 
messages may have also been due to their immediacy to the job market.
It Is important to note from this foregoing analysis that connotative 
meaning of the concepts tested changed at each level of college standing. 
Few changes occurred as college classification increased, thereby lending 
support to the finding that Special Undergraduate students were less 
susceptible to recruiting advertisements than Freshmen, Sophomores, 
Juniors, and Seniors.
In summary, the perception of recruiting advertisement appears to 
be a function of sex, age, and classification. Furthermore, attitudes 
toward these experimentally tested recruiting messages may reflect 
respondents* immediacy to the job'market.
One last point should be made about the subjects' responses to the 
experimental stimuli. First of all, the profile within each demographic 
category varied somewhat, but the average elevation of scores on certain 
semantic rating scales was significantly better for Massey's company 
oriented recruitment advertisement and for the reader viewpoint adver­
tising appeal of Dallas Mutual Life. A review of the data relative to 
age groups and college classification indicates that these two groups 
consistently perceived the former and latter advertisements most pro­
pitiously. This phenomenon, to speculate, may be attributable to three 
factors, namely, the length of the advertising copy, subtle use of the 
"you" and "your-" pronouns, and the effective use of the "we," "us," and 
"our" pronouns.
The Massey reader oriented advertisement said no more than its 
company viewpoint recruiting message. This was also true of the Dallas 
Mutual Life advertisements. The reader oriented advertising appeal of 
Massey's contained 225 words and used "we," "us," and "our" and "you" 
and "your" pronouns, respectively, six times and eighteen times. On the 
other hand, its company oriented ad contained 162 words. Of these, six 
were "company oriented" pronouns and four' were "you" and "your" pronouns. 
The Dallas Mutual Life reader viewpoint ad had 605 words, and used the 
"you" and "your" pronouns 39 times and employed the "we," "us," and "our" 
pronouns 17 times. Conversely, its company oriented message contained 501 
words. Of these, four were "reader oriented" pronouns and l8 were 
"Company oriented" pronouns.
Since the length of the advertising copy and the more frequent use 
of the "yon" and "your" pronouns were the only observable differences 
between each of the experimental concepts, it is difficult to understand 
why students in one instance perceived the company oriented advertising 
appeal of-Massey's more favorably and in another instance they viewed the 
Dallas Mutual Life reader oriented ad more praiseworthy.^
Two possible assumptions may be drawn from this occurrence. First, 
the Massey company oriented ad made more effective use of the pronouns 
"we," "us," and "our" than originally anticipated. Secondly, recruitment 
advertisements with fewer than 300 words, which make subtle use of the 
"you" and "your" pronouns, seem ineffective. (The word "seem" must be 
used, of course, because there may be instances where 300 word ads con­
tain what the reader wants to see most.) In short advertisements, (less 
than 300 words) as opposed to 600 word advertisements, the message may 
not be of significant length to adequately depict employment opportunities. 
Generally, short ads cannot go into enough detail about training programs, 
salaries, bonuses, and personal development. Therefore, it does not seem 
to mahe much difference how often the "you" and "your" pronouns are used 
in short advertising copy, if "we," "us," and "our" pronouns are used 
empathically.
Although the length of the advertisements varied it is be3.ieved that 
the variation of 63 words between Massey's reader and company oriented ads 
and 10l+ words between Dallas Mutual Life' s reader and company viewpoint 
ads were not significant enough to introduce any response bias. The pur­
pose of the experiment was to determine statistically whether respondents 
favored the reader oriented ad over the company oriented ad for Massey's 
and for Dallas Mutual Life. It was not the purpose of this investigation 
to ascertain which one of the four recruitment advertisements was most 
praiseworthy. However, if the investigation intended to determine which 
one of the four ads was most favorably perceived then it is quite possible 
the length of the advertising message would exert some influence on the 
ad's desirability.
In contrast, the possible reason why students favored the Dallas 
Mutual Life reader oriented ad is that the advertising copy was of sig­
nificant length adequately to develop the you attitude in depicting 
advancement opportunities, salaries, bonuses, and so on. This supposi­
tion seems reasonable since the analyses of demographic factors indicated 
that respondents consistently perceived the reader viewpoint advertising 
appeal of Dallas Mutual Life more favorably than its company oriented ad. 
Now that the data have been presented and interpretations given, a 
synopsis of the results obtained is presented below.
Compendium of the Major Findings
Three hundred ninety-four respondents completed 12 semantic differ­
ential rating scales for the four recruitment advertisements. Visual 
analyses were performed with the aid of semantic profiles. Statistical 
analyses, which included the D statistic and the "t" test, were conducted 
to ascertain significant relationships between the demographic factors 
and each experimental tested concept. Comparisons were made of the 
connotations of the recruitment advertisements and the effects of sex, 
age, and college classification upon connotations. The following results 
were obtained:
1. In the comparison of reader and company oriented recruitment 
advertisements, significant differences were noted and the company 
oriented ad of Massey’s was judged more favorably than its reader view­
point advertising message. In contrast, the reader viewpoint recruiting 
message of Dallas Mutual Life was rated better than its company oriented 
ad. This result partially affirmed and disaffirmed the fourth hypothesis.
2. Sex differences in connotation occurred on the reader oriented 
recruiting messages. Male respondents viewed both reader viewpoint 
writing of Massey’s and Dallas Mutual. Life more favorably than female 
respondents. Female respondents,»on the other hand, showed no signifi­
cant preference for either reader or company oriented recruitment adver­
tisements. This result, in part, helped to confirm the demographic 
hypothesis.
3. A comparison of age groups revealed that in one instance the 
Massey’s company oriented advertising appeal was perceived most favorably. 
In another instance, however, the reader oriented ad of Dallas Mutual.
Life was viewed most praiseworthy. This finding partially disaffirmed 
the fifth hypothesis. Another interesting result was that respondents 
between the ages of 17 and 22 demonstrated the highest degree of 
susceptibility toward recruitment advertisements.
The connotation of recruiting messages among college classifi­
cation was similar to. the preceding finding. That is, taken as groups, 
Freshmen, Sophomores, Juniors, Seniors, and Special Undergraduate students 
preferred the Dallas Mutual Life reader oriented ad and the company view­
point advertising appeal of Massey’s. Once again, hypothesis five was 
partially disaffirmed. Freshmen and Sophomores appeared to be more 
sensitive toward recruiting ads than Juniors, Seniors, and Special Under­
graduate students.
CHAPTER V
AH ANALYSIS OF PERSONALITY CHARACTERISTICS AND SEMANTIC RESPONSES
In the previous chapter, the analyses were devoted to testing the 
minor hypotheses. It also established the pattern of analysis which 
will be employed in the present chapter. That is, the data generated 
by the semantic differential will, again, be used in reporting the results 
of the experiment as they are related to personality factors.
In the present chapter, however, the investigation will focus upon 
the possible relationship between semantic differential responses to 
recruitment advertisements and the personality factors of the l6 P.F. 
Questionnaire. Specifically, three major hypotheses will be tested. 
Briefly, the hypotheses formulated for this segment of the investigation 
are: (l) personality traits inherent in individuals will cause them to
react differently to written mass communication; (2) there are personality 
differences between favorable responses to reader and company oriented 
recruiting messages; and (3) individuals possessing extraverted per­
sonality characteristics will respond more auspiciously to reader view- 
po:i> recruitment advertisements than those individuals having intro­
ve:: ■. i personalities. Thus, the emphasis of the present chapter is 
directed toward relating experimental results to the three major 
hypotheses.
Personality Factors and Responses to Recruitment Advertisements
The reader may recall from Chapter II that the l6 P.F. Questionnaire 
measures 16 personality factors. The bipolar description of these 
personality factors appears in Table I of Chapter II. The scoring 
procedure -for the l6 P.F. is such that a low sten score (l through U) 
on any personality factor describes a certain personality trait and a 
high sten score (7 through 10) for the same factor denotes an opposite 
personality trait. For example, the low score description for Factor A 
is reserved where as the high score description is outgoing. Reserved 
and outgoing are general terms rather than technical psychological 
titles. For convenience, the general terms will be employed throughout 
this investigation. It is important to note that a sten score of five 
or six is regarded as average ("normal"); that is, neither personality 
trait is dominant, a "normal" blend of both traits are present in the 
individual. In view of the scoring procedure for the l6 P.F., respon­
dents were grouped according to high, average, and low on each of the 
l6 factors for purposes of comparison and discussion. Before such 
comparisons are made, it may be helpful to the reader to briefly review 
the statistical methodology employed in the subsequent analysis.
Statistical Methodology
The analysis of personality variables presented in this chapter is 
based upon the results of a psychological test administered to a student 
population. The results, in standard sten scores (mean for the general 
population is fixed at 5.5 stens) are shown in Figure 5.1. It is 
interesting to note that less than 50 per cent of the 16 mean sten 
scores were average.












. A B C E F G H I L M N O  Q2 Q3 V
Mean Sten 
Scores of
394 L.S.U. 5.6 5-3 4.7 6.9 5-5 4.1 5-3 5-7 6.5 6.6 5.9 4.4 6.4 6.3 5-2 5.8
Students:





College 7.4 4.6 7.1 4.0 7.6 7.0 6.5 6.3 5-6 5.5 5-1 5.0 5.1 6.8 6.9 5.4 
Students:
Men & Women 
Together
"̂ See pages 36-7 for bipolar description of the 16 personality factors.
2Mean sten scores of American College students were taken from Cattell’s 
Handbook Supplement for Form C.
Source: Primary
FIGURE 5.1: Mean Personality Profile of 39^ L.S.U. Students on the l6 P.F.
As in the previous chapter, the responses to recruitment advertisements 
were measured by the semantic differential. Since each subject responded 
to the experimental concepts by checking one of seven positions on each of 
12 semantic rating scales, the responses of all subjects on any one scale 
yielded a frequency distribution. From this frequency distribution, a
measure of central tendency was made. Specifically, the computation 
employed in this investigation included the arithmentic mean. The means 
show how a group of students with the same personality trait feel, on 
the average, toward a given recruiting ad on a particular semantic 
rating scale. To investigate hypotheses one and two, the central 
tendencies between high, average, and low of each personality factor 
on each of the 12 scales for each of the four experimental concepts 
were compared.
The D statistic was applied between high, average, and low for each 
personality factor to ascertain perceived differences. To test the 
significance of difference in the connotative meaning of the concepts 
between any two personality traits for each ad, the "t" test was 
employed. The null hypothesis in the "t" test stated that two popula­
tion means were equal. The .05 level of significance was utilized.
The following sections present a synthesis of the findings dealing 
with hypotheses one and two. Specifically, the experimental results 
relative to personality traits for each recruiting ad are examined.
Experimental Results Relative to Hypotheses One and Two
The data gained from the personality tests and the semantic dif­
ferential for each recruitment advertisement were put into tables.
These tables (one for each advertisement) give the mean scores of each 
semantic rating for personality variables. To facilitate interpreta­
tion, Cattell's alternate titles and adjective descriptions for each 
factor are also given in the table. These simple scale synonyms are 
intended as an aid to the reader who is not familiar with the l6 P.F.
Unlike the analysis in the previous chapter, visual semantic pro­
files are not utilized because of the extremely large number of variables
involved in determining the relationships between personality traits and 
responses to written mass communication. For instance, in order to con­
struct visual profiles for each personality factor, it would require that 
64 (l6 personality factors x 4 recruitment ads) graphics or visual pro­
files be constructed for each ad with 48 (16 personality factors x 3 
personality variables) profile shapes appearing in the graphic presen­
tation. Sixty-four visual profiles would be rather voluminous and 
uninteresting and, on the other hand, profiles with 48 semantic pat­
terns may prove to be extremely difficult to interpret, especially 
since the mean values on each semantic rating scale for each personality 
variable hovers within a very narrow range. It is easy to recognize, 
however, that such multiple contrasts of semantic profiles would provide 
some indication of specific proof or disproof for the stated hypotheses. 
These same comparisons, however, can be accomplished more accurately and 
succinctly by quantitative techniques. Therefore, the subsequent 
analysis of each experimental tested advertisement relative to the 16 
P.F. is void of semantic profiles.
Massey* s Header Oriented Recruitment Ad. The narrow ranges of mean 
values, mentioned above, may be seen in Table E.I of Appendix E. It is 
interesting to note that the small mean values given to this concept are 
consistent with the findings in the preceding chapter and suggests, as 
one might expect, that semantic responses are related to personality 
traits. The personality variables show slight differences in the same 
direction along the polar continuum. In no instance were there any 
mean scores that appeared on the negative side of the continuum.
In addition to knowing that semantic responses are related traits, 
it is interesting and valuable to know whether or not these traits caused
a difference in the connotative meaning of the concept. The semantic 
distance between responses for personality traits are shown in the D 
matrix of Table XVII. Hie reader may recall that small D values show 
lesser degrees of connotative differences and, of course, the large D 
scores show greater differences in connotative meaning. The reader is 
also reminded that a one-half scale unit shift for group data signi­
fied that significant differences exist in connotative meaning.
As can be seen from Table XVII, 1+0 of the M3 D scores significantly
TABLE XVII





A .61+ .56 .35
B .83 1.38 .82
C .6k 1.1+2 1.33
E .5^ .71+ .60
F .55 .5^ •59
G .97 .92 .56
H .53 .65 M
I .58 .73 .80
L .73 .79 .83
M • 52 .69 .1+1+
N .Ml .61+ .390 1.03 1.37 .77
Qi .63 .56 .1+3
Op .1+8 • 91 .78
% .1+2 .50 .60
% • ̂ 9 .80 .71
Source: Table E.I
differentiated the l6 personality factors from one another. To say it 
differently, when personality traits are compared by the D statistic, 
nearly all perceived the reader viewpoint advertisement appeal of Massey's 
differently. The eight personality factor groups which perceived the
ad alike are:
Factor A —  Average/Reserved 
Factor H —  Average/Shy
Factor N —  Shrewd/Average; Average/Forthright 
Factor Qi -- Average/Conservative 
Factor Q2 —  Group-Dependent/Average 
Factor Q3 —  Undisciplined Self-Conflict/Average 
'Factor —  Relaxed/Average
This finding strongly supports the hypothesis that there are certain
personality traits inherent in individuals that will cause them to react
differently to written mass communication. However, this result, at
present, cannot be generalized for recruitment advertisements other
than Massey’s reader oriented ad.
To further validate the preceding finding, the single tailed para­
metric "t" test was applied to determine the significance of the dif­
ference between personality traits and the mean scores on each of the 
12 semantic rating scales. High, average, and low people differed 
significantly in the perception of Massey's reader oriented recruiting 
message. This result further strengthens the preceding finding. The 
direction of the variation is indicated by the positive (*) and negative 
(**-) sign of the "t" values in Table S. II (Appendix E). Five hundred 
seventy-six "t" values (l6 factors x 3 personality variables x 12 
semantic rating scales) were computed for this test of significant 
difference. Of these, 127 "t" values were significant at the .05 level 
of significance.
Personality traits shown to have the most favorable connotation of 
this concept are presented in Figure 5*2. Factor N does not appear in 
the table because personality traits characterized as Forthright and 
Shrewd each had the same number of significant "t" values. It is 
interesting to note that people with low group descriptions showed
FACTORS HIGH/AVERAGE/LOW GROUP GROUP DESCRIPTIONS
A High Outgoing
















FIGURE 5.2: Personality Traits Demonstrating the Most Favorable
Responses to Massey's Reader Oriented Advertisement
Source: Table E.II
more statistically significant patterns of auspicious responses than 
either high or average. A comparable analysis of Massey's company 
oriented advertising appeal is needed to further affirm or disaffirm the 
first hypothesis.
Massey1s Company Viewpoint Advertisement. The mean values on the 
various scales were all favorable except for the activity scale (12) 
complex-simple. The complex-simple scale was the only scale in Table 
E.III (Appendix E) to have a negative mean score of 5-0 and above. This 
result seems to suggest that attitudinal dimension is associated with 
certain personality traits. That is, personality factors A, B, G, 0, 
and were the only personality traits to demonstrate an unfavorable 
attitude toward the complex-simple scale.
Factor A indicates that respondents were easy-going but, at the same 
time, were intelligent (Factor B) in their judgment. These respondents
also indicated they were conscientious and moralistic (Factor G) and 
tended to be worriers. They were also both tense and relaxed (Factor 
-average).
Aside from the above exception, the generally favorable mean scale 
values and the limited range from the highest to lowest score on each 
scale further suggests the effects of traits on the perception of 
written mass communication.
In the comparison of two opposing personality traits, the D values 
in Table XVIII reveal that only 11 personality variables failed to meet 
Osgood’s standard of satisfactory perceptional dissimilarity. To say 
it differently, Massey's company oriented recruitment ad was perceived 
most similarly by individuals characterized as outgoing, reserved,
TABLE XVIII





A .1*7 .63 .33
B .73 .86 • 52
C .62 . • 91 .93
E .85 • 9b 1.05
F .3b .32 .53
G 1.22 1.20 .59
H .*+3 .61 .62
I . .60 .83 .58
L .60 .69 .97
M • 51 .60 .59
N .63 .1*3 .700 .63 .78 • 32
Qq. .76 .61 .37
Q2 .52 .93 .61
Qo .37 • 53 .1*3
% .1*8 .33 .53
Source: Table E.III
happy-go-lucky, sober, venturesome, self-assured, conservative, con­
trolled, undisciplined self-conflict, relaxed, and tense. Hie fact 
that the majority of the remaining D values demonstrated satisfactory 
semantic distance supports the above inference that personality traits 
are influential in the perception of recruitment advertisement. In 
addition, it lends still more support to the confirmation of the first 
hypothesis.
As in the previous analysis Student's "t" statistic was used as 
the test of significant difference among personality traits on each 
semantic rating scale. The results of this test appears in Table 
E.IV (See Appendix E). The response patterns of personality traits with­
in the l6 high, average and low comparisons indicated l k 6  statistically 
significant relationships.
When high and average groups of Factor A are compared, no signi­
ficant differences are observed. However, a statistically significant 
pattern emerged between high and low and between average and low of 
the same.personality factor.
Significantly different response patterns appeared for all possible 
comparisons of Factor B. Factor C's emotionally stable and average 
showed no statistically significant relationship in the perception of 
the Massey's company oriented advertising appeal.
A statistically significant pattern of response was found in the 
high, average, and low comparison of Factor E. However, no statis­
tically significant difference emerged when happy-go-lucky traits of 
Factor F was compared with the average group. This was also true with 
the happy-go-lucky and sober comparison of Factor F. This finding is 
consistent with the observed results in the D statistic analysis.
Conscienticms people of Factor G indicated no significant difference 
when compared to the average group. The other two comparisons of Factor 
G, however, showed significant response differences. No statistically 
significant relationship emerged when Factor H's venturesome group was 
compared with its average group.
Significant differences were found between the high, average, and 
low comparisons of factors I, L, M, N, 0, Q^, 311(1 ^2* No difference was 
observed between high and average of Factor Q^. This result is also in 
agreement with the finding noted above in the D statistic discussion. 
Also, no statistically significant difference was noted for the tense 
and relaxed groups of Factor Q^. This finding is consistent with Osgood' 
generalized distance formula.
The results of the "t" test clearly reinforces the initial observa­
tion made from the analysis of D scores and supports the hypothesis 
that personality traits inherent in individuals will cause them to 
react differently to written mass communication.
Based upon the number of accumulative "t" values, the personality 
traits of individuals favorably perceiving the company viewpoint adver­
tising appeal of Massey's are presented in Figure 5.3.
Factor was omitted from Figure 5.3 because an equal number of 
significant "t's" were observed for the high, average, and low compari­
son. Generally those who perceived the company oriented advertisement 
of Massey's most favorably might be described as being reserved, humble, 
sober, shy, tough-minded, trusting, practical, forthright, self- 
assured, conservative, self-sufficient, and undisciplined self-conflict.
In order to affirm or disaffirm hypothesis two relative to Massey's 
recruitment advertisements the personality profiles for both ads are 
combined and presented in Figure 5 .















^3 Low Undisciplined Self-Conflict
FIGURE 5-3: Personality Traits Demonstrating Favorable Responses
to Massey’s Company Oriented Advertisement
Source: Table E.IV
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FIGURE 5.U: Combined Personality Profiles of Massey's
Recruitment Ads
Source: Figures 5.2 and 5*3
As anticipated, the personality profiles of those who preferred the 
reader oriented message differed from those who preferred the c o m p a n y  
oriented ad. Differences appeared on seven of the l6 personality fac­
tors. In view of the substantial'difference in personality profiles, 
the second hypothesis is presently confirmed. Respondents who pre­
ferred the reader viewpoint advertising appeal might be described as 
being outgoing, more intelligent, socially bolder, more imaginatively- 
creative, more sophisticated, more radical, and more relaxed than those 
who preferred the company oriented recruiting message. Hypothesis one 
and two were strongly supported by the data in the preceding sections. 
However, in order to further substantiate these hypotheses, a comparable 
analysis of Dallas Mutual Life's recruitment advertisements is needed.
Reader Viewpoint Appeals of Dallas Mutual Life. In comparing the 
responses of individual personality traits to Dallas Mutual Life's reader 
oriented ad, the results were positive and clearly demonstrated that 
personality dimensions are related to the perception of recruitment 
advertisements. Table E.V of Appendix E presents the mean scale values 
for all personality variables. Looking at these means it is apparent 
that the reader oriented appeal of Dallas Mutual Life enjoyed a positive 
and favorable rating from respondents.
It is interesting to note the l6 personality factors clustered on 
the same two semantic rating scales. The. two semantic rating scales 
where the cluster occurred included excitable-calm and complex-simple. 
Persona.lity groups were neutral in rating the concept on these two scales. 
This observation is based upon the fact that in nearly every instance, 
the mean scale ratings for excitable-calm and complex-simple were in the 
neutral position of the continuum. Despite the consistency of the mean
values in these two scales, the 16 personality factors exhibited a some­
what erratic set of responses on the remaining semantic rating scales, 
ihis result is meaningful since it suggests that individuality is 
present in the perception of written mass communication.
Even though the responses for the l6 personality factors were a bit 
erratic, they were, however, all favorable. In no instance were there 
any mean values toward the opposite (unfavorable) end of the polar con­
tinuum. This tends to underline further the auspicious reaction to the 
reader viewpoint advertising copy of Dallas Mutual Life. Of particular1 
interest is the humble scale of Factor E, which seems to represent the 
most positive response to the concept. The finding for Factor Q^, the 
conservative scale, corresponds very closely to the responses given for 
the humble scale. This result is supported by the mean scale ratings of 
the semantic differential.
In spite of the seemingly close scale correspondence shown in Table 
E.V, the D scores in Table XIX indicate marked individual differences 
with respect to similarity in connotative meaning. However, approxi­
mately 10 per cent of the personality variables showed fusion in the 
connotative meaning of the concept. That is to say, five of the 48 
calculated D values indicated that personality groups perceived the ad 
alike. The general description of the personality traits that viewed the 
concept alike includes assertive, shy, tough and tender minded, trusting, 
and relaxed.
The largest linear separation (1.25) between any of the personality 
dimensions occurred between conscientious and expedient (Factor G). The 
E scale of the 16 P.F. test, which is the assertive-humble scale, has the 
second largest (1.24) linear separation between personality variables.
On the other hand, the most convergent view, attested to by the smelliest 
D value of „35> pertained to Factor I, the tender and tough minded 
dimension.
TABLE XIX






A .62 .73 .59
B 1.22 1.0U .63
C .8k .72 .8k
E M 1.2k .96
F .66 .57 .53
G .82 1.25 1.00
H • 59 M M
I .52 .35 • 5k
L .60 .72 M
M .73 .58 .72
N .77 .98 .66
0 .81 .85 .56
Qp •91 1.00 .60
Qg • 90 .70 .98
Q3 .68 .58 • 52
% .b9 .51 • 55
Source: Table E.V
Since Table XIX indicated specific differences between 90 Per cent 
of the personality dimensions, it may be concluded that some relation­
ship exists between personality traits and response to recruitment 
advertisement. This finding further suggests that responses to 
recruiting ads are a function of personality traits. In view of the 
obtained D values, not surprisingly, the first hypothesis is once again 
supported by the data.
Further confirmation of the hypothesis is revealed by the test of
significant difference between the semantic rating scales for each of the 
personality variables. It should be noted that 13^ items in Table E.VI 
(Appendix E) were statistically significant at the .05 level of 
significance.
Significant differences were found between the high, average, and 
low comparisons of factors A, B, C, E, F, G, M, N, 0, Qq_, Qg, and Q^.
The 0,2 scale of the 16 P.F., which is group-dependent— self-sufficient, 
had the largest number of scales accepted as a result of the "t" test; 
and Factor contained the second largest number (15) of statistically 
significant relationships. The personality factor on which the smallest 
number (3) of significant differences occurred was the self-assured-- 
aprehensive scale of Factor 0.
It is interesting to note that assertive people (Factor E--assertive- 
humble) did not judge the Dallas Mutual Life reader oriented ad signifi­
cantly different from humble individuals. Assertive individuals may not 
be influenced by advertising writing style as they are generally described 
as being hostile, authoritarian, and having a disregard for authority. 
Cattell indicates that among occupations the assertive scale is most 
associated with those individuals requiring boldness and courage, such 
as firemen.'1' This may have accounted for the generally higher mean 
values (less favorable rating) which appeared in Table E.V (Appendix E) 
for Factor E.
Venturesome and shy people (Factor H) showed no significant dif­
ference in their response to the recruitment ad. Shy individuals and
^Raymond B. Cattell and Herbert W. Eber, Handbook for the Sixteen 
Personality Factor Questionnaire (Champaign, 111.: Institute for Person­
ality and Ability Testing, 1957)? p. 13*
venturesome people, on the other hand, perceived the concept statistically 
differently from the average group (those individuals having a balanced 
blend of timidness and boldness) of Factor H. The findings are consistent 
with similar results noted in the analysis of the D statistic.
No significant pattern of responses were observed for the tender- 
minded and average group of Factor I. This apparent incongruity between 
the "t" values and the D values is the result of the more powerful para­
metric "t" test.
Suspicious people (Factor L) indicated no significant difference in 
their judgment of the concept when compared with the average group of 
the same personality factor. Suspicious individuals as well as average 
and trusting may prefer the security of well known employers even though 
recruitment advertisements carry significant reader viewpoint overtones.
The other comparison of Factor L, however, showed significant difference 
in response to the ad. The pattern of responses between tense and average 
students of Factor was not significantly different beyond the .05 
level of significance. This is not unexpected, since the D statistic 
indicated a similar finding. The pattern of responses, however, be­
tween tense and relaxed (Factor Q^) was found to be significantly different. 
Significant difference was also observed between the relaxed and the 
average group. This result is also congruent with the D statistic.
Since response patterns were significantly different between all 
personality variables, with the exception of certain variables of Factors 
H, I, L, and Q^, the first hypothesis is further reaffirmed with the aid 
of the "t" test. The personality traits possessed by individuals which 
seem to respond most propitiously to Dallas Mutual Life’s reader oriented 
recruitment advertisement are shown in Figure 5*5*
FACTORS HIGH/AVERAGE/LOW GROUP GROUP DESCRIPTIONS
A Low Reserved











Ql̂  Low Related
FIGURE 5.5: Personality Traits Demonstrating the Most Favorable
. Responses to Dallas Mutual Life 1s Reader Oriented Ad
Source: Table E.VI
From the personality traits shown in Figure 5*5 it is now possible 
to give a brief description of those individuals who preferred the reader 
oriented appeal of Dallas Mutual Life. Individuals preferring this ad 
tend to be reserved, concrete thinkers, docile, trusting, easily pleased, 
placid, cautious, prefer to work and make decisions with other people, 
and are unfrustrated. Comparable analysis of Dallas Mutual Company 
oriented recruitment ad appears in the following section.
Dallas Mutual Life's Company Oriented Ad. Based upon the analysis 
of mean scale values it appears that individuals characterized as being 
docile, compromising, and joiners viewed this stimulus most auspiciously.
Semantic differential averages on the company oriented advertising 
copy of Dallas Mutual Life by personality factors are shown in Table E.VII 
of Appendix E. An inspection of the table indicates that the mean scale- 
values ranged from a low of 1.8 scale units to a high of i+.8 scale units, 
a range of 3-0 scale units. Of the 576 mean scale-values presented in 
Table E.VII, approximately 13 per cent were in the neutral position. It
is interesting to note that this neutral judgment appeared on the 
excitable-calm and complex-simple semantic rating scales. This result 
is similar to the finding noted in the preceding analysis.
In general, all of the mean scale scores were positive; that is, they 
were all toward the favorable side of the semantic rating scales. This 
uniformity indicates that personality groups agreed on the propitious 
connotation of the concept. Although the observed results from the 
semantic differential averages are interesting, further analyses are 
needed to confirm the first hypothesis. In view of the precedent estab­
lished in the preceding sections, the following analysis will concentrate 
on D statistics to help confirm the hypothesis that personality traits 
inherent in individuals will cause them to react differently to written 
mass communication.
The D Matrix for Dallas Mutual Life's company oriented recruitment 
advertisement appears in Table XX. As can be seen from this table, ^0 
D's significantly differentiated the l6 personality factors from one 
another. That is, ^0 obtained D values indicated a shift of more than 
one-half of a unit. Therefore, it can be said that personality groups 
differed specifically in their perception of the experimental stimulus. 
Moreover, since nearly 83 per cent of the personality variables demon­
strated this perceptual disparity, the conclusion, therefore, may be 
drawn that personality traits inherent in individuals do, in fact, cause 
them to react differently to recruitment advertisements. This result 
provides the necessary support to confirm the first hypothesis. In view 
of this finding and the positive findings for the other three ads, the 
first hypothesis is fully confirmed on the basis of the D statistic.
TABLE XX






A • 52 .62 .63
B • 71 .86 .50
C • 52 .58 • 50
E .28 1.26 1.13
F .86 .71 .63
G .77 .66 .84
H .65 .61 .68
I .45 .37 .32
L .60 .72 .73
M .64 .85 .83
N .61 • 59 .770 .83 .79 • 33
Rl .49 .77 .77
Qp .80 1.13 .69
q3 • 59 .67 .54
% .43 .4-3 .59
Source: Table E.VII
It is interesting to note the largest D values shown in Table XX 
are associated with Factor E (humble-assertive scale) and Factor Q2 (self- 
sufficient-group-dependent scale). This result is noteworthy since these 
two factors were noted above as being the ones which reacted most favorably 
to the advertisement. Another interesting observation is the similarity 
of the Factor E (assertive-average scale); Factor I (all scale comparisons) 
Factor 0 (average-self-assured scale); Factor Q-]_ (experimenting-average 
scale); and Factor (tense-average scale and tense-relaxed scale) 
responses. To say it differently, these personality variables viewed the 
experimental stimulus alike. Despite this small percentage of perceptual 
similarity, the above analysis clearly demonstrated that individuals
possessing various personality traits are sensitive to advertising writing 
style. Further validation of the sensitivity of personality traits to 
advertising copy is presented in subsequent discussion.
Tests of personality traits on each semantic rating scale show 
significant differences. In fact, it may be seen from Table E.VIII 
(see Appendix E) that 165 "t" values met the criterion of the "t" test 
for the company oriented advertising appeal of Dallas Mutual Life. This 
represents the largest total number of significant "t" values for any of 
the previous tests of significant differences. In addition, fewer 
personality variables showed a lack of statistically significant dif­
ference in the perception of this concept than any of the recruitment 
advertisements.
When high, average, and low groupings on each of the l6 personality 
factors are compared, significant differences were observed in each com­
parison, with the exception of Factors E, G, I, and 0. Specifically, no 
significant differences were obtained for the assertive-average scales 
of Factor E. This result is consistent with the finding noted in the 
above D statistic analysis.
When Factor G's conscientious group was compared with its average 
group, the pattern of responses did not approach statistically signifi­
cant differences at the .05 level. Also, no significant pattern of 
response differences emerged between the conscientious and expedient 
group of Factor G. It is somewhat surprising that these groups did not 
respond significantly differently to the ad, because expedient individuals, 
according to Cattell, tend to be unsteady in purpose, whereas conscien­
tious individuals tend to be exacting in character and dominated by a
psense of duty.
2Ibid., p. 13.
The pattern of semantic responses of average and low grouping of 
Factor I showed no statistically significant difference in their percep­
tion of the concept. This result corresponds to the finding observed in 
the analysis of the D statistic. 'Further congruency with the D statistic 
was observed for the average and low grouping of Factor 0, which is the 
average-apprehensive scale.
Taken together, those groupings which indicated no statistically 
significant difference in response to the experimental stimulus might 
be described as being more stubborn (Factor E), less conscientious and 
more responsible (Factor G), more self-reliant (Factor I), and more 
apprehensive (Factor 0) than those groups that viewed .the concept as 
being significantly different.
An examination of the significant items listed in Table E.VIII 
further reveals the personality trait groups that responded most favorably 
to the experimentally tested company oriented recruiting message of Dallas 
Mutual Life. The general personality description appears to include less 
intelligent, emotional maturity, submissive, shy, self-reliant, trusting, 
practical, sentimental, serene, conservative, and group dependent.
The specific personality factors included in the above description 
are given in Figure 5.6 along with their high and low scale characteriza­
tions.
Factor A and F were excluded from Figure 5-6 because none of the 
groupings for these factors had more accumulative "t" values than the 
other.
A summary of the personality profiles for the Dallas Mutual Life 
recruitment advertisements is presented in Figure 5»7» A glance at the 
figure shows that the personality traits of those preferring the reader 
oriented ad differed from those preferring the company oriented ad.











































FIGURE 5.6: Personality Traits Which Demonstrated the Most Favorable 
















































FIGURE 5«7: Combined Personality Profiles of Dallas Mutual
Recruitment Ads
Source: Figures 5*5 and 5.6
In view of this disparity between personality profiles, it is 
apparent that there are personality differences between individuals 
that favor reader viewpoint recruitment ads and those that prefer company 
oriented ads. Significant differences appeared on eight of the l6 per­
sonality factors, thus proving the second hypothesis that there are 
personality differences between favorable responses to reader and 
company oriented recruitment advertisements.
J^cmposrhe View of Personality Profiles
The foregoing analyses clearly established that personality traits 
associated with reader viewpoint advertising differed from those associated 
with company oriented advertising copy. However, a comparison of per­
sonality traits between the two reader oriented and between the two 
company oriented ads also revealed differences.
For example, the personal.ity traits associated with reader view­
point advertisements differed on 10 of the 16 personality factors, 
whereas personality dimensions related to company oriented recruitment 
advertisements differed on eight of the 16 personality factors. (See 
Figure 5*8). These differences suggest that personality traits do, in 
fact, affect the perception of written mass communication. Moreover, 
preference for advertising writing style appears to be a function of 
personality.
The six personality variables that consistently favored reader 
oriented advertisements included Factor C (average), Factor E (humble), 
Factor G (average), Factor L (trusting), Factor 0 (self-assured), and 
Factor (fy (relaxed). When the personality profiles of company oriented 
ads are compared, the following personality factors E (humble, G 
(average), H (shy), L (trusting), M (practical), N (forthright),
Reader Oriented Ads Company Oriented Ads
Factors Massey's Dallas Mutual Life Massey's Dallas Mutual Life
A Outgoing Reserved Reserved --
B More Intelligent Less Intelligent Average Less Intelligent
C Average Average Average Emotionally Stable
E Humble Humble Humble Humble
F Sober Average Sober --
G Average Average Average Average
H Venturesome -- Shy Shy
I Tough-Minded -- Tough-Minded Tender-Minded
L Trusting Trusting Trusting Trusting
M Imaginative Average Practical Practical
N -- Forthright Forthright Forthright
0 Self-Assured Self-Assured Self-Assured Self-Assured
QL Experimenting Conservative Conservative Conservative
02 Self-Sufficient Group-Dependent S elf-Suffi cient Group-Dependent
Q3 Undisciplined Self- -- Undisciplined Self- AverageConflict Conflict
Ok Relaxed Relaxed -- Average
Figure 5.8: Composite Personality Profiles for the Four Experimental Advertisements
Sources: Figures 5.U and 5*6
0 (self-assured), and Q^fconservative) were consistently associated with 
this fora: of advertising writing style.
Interesting also is that personality traits described as humble 
(Factor E), self-assured (Factor 0), and a balanced blend of conscien­
tiousness'and casualness (Factor G) responded most favorably to all four 
of the experimental variables. By implication, therefore, this finding 
seems to suggest that personality traits characterised as humble, self- 
assured, and a balanced mixture of conscientiousness and casualness are 
more responsive to written mass communication. However, this finding 
cannot be generalized statistically to recruitment advertisements other 
than those tested in this study, because much more research is needed. 
For instance, differences in the degree of reader and company viewpoint 
utilization may lead humble, self-assured, and conscientious-casual 
individuals to respond differently to recruitment advertisements. It is 
believed, however, that this test of advertising writing style, relative 
to personality traits, does provide some indication that, in part, 
responses to recruitment advertisements are a function of personality.
Further ramifications of personality and advertising writing style 
are discussed in the subsequent section. Specifically, the responses 
of extraverted and introverted individuals to the four experimental 
advertisements are analyzed.
Second-Order Factors and Experimental Results
Apart from the l6 basic personality factors, the l6 P.F. also 
measures what Cattell calls second-order factors. Specifically, four 
broad second-order factors can be determined from sten scores on the 
primary personality factors. These second-order factors include:
1.3 Adjustment vs Anxiety 
II. Introversion vs Extraversion 
III. Tenderminded vs Emotionality vs Alter Poise 
IV. Subduedness vs Independence
The present section, however is concerned with the Introversion- 
Extraversion factor, relative to the experimental investigation. The 
primary factors of A, E, F, H, and Qg are components of the Introversion- 
Extraversion factor. The sten scores for these five primary factors 
were combined with statistical weights in order to estimate the second- 
order factor.^
The average sten score is fixed at 5.5* In other words, a sten 
score below 5*5 designated the introversion factor and a sten score 
above the average indicated the extraversion factor. More specifically, 
a sten score of one through four represents the introversion personality 
dimension and a sten score of six through ten designates the extraversion 
component. A sten score of ^.0 to 5 <9 designates "average" individuals; 
those having a balanced mixture of introversion and extraversion 
tendencies.
^Roman numberals are used to distinguish the second-order factors from 
the primary factors, which are designated by alphabetic letters. See 
Raymond B. Cattell and Herbert W. Eber, Manual for Forms A and B Sixteen 
Personality Factor Questionnaire (Champaign, 111.: Institute for Personality
and Ability Testing, 1962), p. 19.
^The following example for estimating the Second-Order Introversion- 
Extraversion Factor was taken from the Handbook for the Sixteen Personality 
Factor Questionnaire, p. b'J.
Primary Factors Person’s Score X Weight = Total Contribution
A 8 + .17 +1.36
E 6 + .33 +1.96
F 6 + .hl +2. hG
H 5 + .k8 +2 .ho
Q2 3 -.16 - .hQ
7.72
Plus Constant-1.26 
Total Extraversion Score 6.46 (stens)
Generally, introverted persons tend to be shy, self-sufficient, and 
inhibited in interpersonal contacts. These qualities may be favorable or 
unfavorable, depending upon the particular task the person is expected to 
perform. Conversely, extraverted persons tend to be socially outgoing, 
uninhibited, and good at making and maintaining personal contacts. In 
certain situations, these qualities may be desirable.
The data generated by the second-order factor and semantic responses
are analyzed below, relative to the third hypothesis. The third hypothesis
to reiterate, states:
Individuals with extraverted personality characteristics 
will respond more favorably to reader oriented recruitment 
advertisements. Individuals with introverted personality 
traits, on the other hand, will respond less favorably to 
reader oriented messages.
Second-Order Responses to Massey’s Recruitment Ads
The number of subjects in each extraversion, "average," and intro­
version grouping, respectively, were l6U, 105, and 1^5* Differences in
patterns of recruitment advertisement preferences with each of the extra-
5 6version (exvia), "average," introversion (invia) comparisons are reported
in Table XXI for each of Massey’s recruitment advertisements. It can be 
seen from the table that these three personality groups judged both ads 
as being connotatively "good." It is interesting to note that the exvia, 
average, and invia personality groupings showed clear-cut agreement on the 
characterization of the Massey advertisements. That is to say, they viewed 
both ads as being good, kind, believing, progressive, positive, reputable, 
masculine, hard, serious, active, excitable, and complex. There is, how­
ever, one notable exception; the exvia group felt that the company oriented
5 and 60affe;i2. frequently refers to extraversion-introversion factor 
as exvia-invia factor.
TABLE XXI
SEMANTIC DIFFERENTAIL M E M  VALUES FOR MASSEY'S RECRUITMENT ADVERTISEMENTS 
BY SECOND-ORDER INTROVER SION-EXTRAVER SION FACTOR
Sc.
No. Semantic Rating Scales
Reader Oriented Ad Company Oriented Ad
Extraversion Average Introversion Extraversion Average Introversion
1_L. GOOD-BAD 2.8 2.7 2.8 2.7 2.6 2.8
(L KIND-CRUEL 2.9 2.8 2.8 2.9 2.8 2.9
3 BELIEVING-SKEPTICAL 3- b 3.2 3- b 3-0 3.1 3-3
h PROGRESSIVE-REGRESSIVE 2.3 2.1 2.2 2.2 2.2 2.2/
5 POSITIVE-NEGATIVE 2.1 2.1 2.0 2.2 2.1 2.0
6 REPUTABLE-DISREPUTABLE 3.2 3.3 3.2 3.1 3.1 3.1
7 MASCULINE-FEMININE 3-1 3 A 3.2 3-3 3-3 3.2
8 HARD-SOFT 3.3 3-5 3-2 3- h 3-U 2.8
Qs SERIOUS-HUMOROUS 2.7 2.9 2.6 2.9 3.0 2.8
10 ACTIVE-PASSIVE 2.2 2.1 2.0 2.2 2.if CO•H
11 EXCITABLE-CALM 2.9 3.0 2.8 2.8 2.8 2.7
12 COMPLEX-SIMPLE If.8 if.6 if.7 5.0 if.if if.7
Source: Primary
ad was simple rather than complex. (The mean scale score for the bipolar 
adjective complex-simple was five.) The above observations are based upon 
the direction in the polar continuum.
To test the significance of differences in the meaning of the con­
cepts between any two personality groups for each of the semantic rating 
scales, "t" tests were employed. Table XXII presents the "t" values of 
those tests of significant differences. An analysis of the "t" tests 
indicates that extravertedj "average," introverted grouping perceived the 
ads significantly differently at the .05 level of significance.
A comparatively few significant differentiations were made apropos 
to the reader viewpoint advertising appeal of Massey’s. This is particu­
larly noted in the comparison of exvia-"average" and exvia-invia where 
only one significant difference was obtained. Significant differences, 
on the other hand, were observed on three semantic rating scales between 
"average" and introverted individuals. Further analysis based upon the 
cumulative number of significant "t" values for the second-order personality 
grouping revealed that introverted individuals viewed the reader oriented 
concept more auspiciously than extraverted individuals. The lack of sig­
nificant numbers of popular responses by extraverted individuals on the 
semantic rating scales does not disaffirm the third hypothesis. This 
lack of confirmation is presently limited to the reader viewpoint adver­
tising of Massey's. The finding suggests that introverted persons are 
more responsive to reader oriented advertising copy than either extra­
verted or "average" second-order personality groups.
Turning to the company oriented ad of Massey's, the results of the 
"t" tests show that 10 of the 36 "t" values were significantly different.
TABLE XXII
"t" VALUES1 OF THE DIFFERENCES BETWEEN SECOND-ORDER FACTOR FAIRS FOR 
EACH OF MASSEY RECRUITMENT ADS AND EACH SEMANTIC RATING 3CAIE
Second-Order Factor Pairs
Sc. Reader Oriented Ad Company Oriented Ad
No.Semantic Rating Scales High/Average High/Low Average/Low High/Average High/Low Average/Low
1 GOOD-BAD 0.1+72 0.007 -O.589 0.81+8 -0.912 -1.767**
2 KIND-CRUEL 0.232 O.366 -0.003 0.616 0.382 -0.1+97
3 BELIEVING-SKEPTICAL 0.693 0.195 -O.982 -0.276 -1.911+** -1.108
1+ PROGRESSIVE-REGRESSIVE 0.722 0.572 -O.I+36 0.021 0.680 0.501
5 POSITIVE-NEGATIVE 0.029 1.307 O.985 0.371+ I.853* 1.022
6 REPUTABLE-DISREPUTABLE -0.812 -0.31+2 0.755 0.037 0.103 0.036
7 MASCULINE-FEMININE -1.915** -O.898 1.679* -0.103 0.569 0.576
8 HARD-SOFT -0.695 1.310 2.018* -0.01+5 2.125* 1.890*
9 SERIOUS-HUMOROUS -1.121+ 0.582 1.912* -0.131 1.1+08 1.299
10 ACTIVE-PASSIVE 0.718 1.652* 0.376 -1.01+2 l+.Ol+O* 1+.525*
11 EXCITABLE-CALM -0.1+38 0.625 1.102 0.305 0.969 0.1+10
12 COMPLEX-SIMPLE 0.972 0.592 0.755 3.027* 2.953* -1.551**
Groups compared: High-Average, High-Low, and Average-Low
Degrees of freedom: 167 187 230
Critical "t" value single tailed test: 1.61+5
10nly those values significant at the .05 level are shown with asterisks.
%£igh— represents extraversion 
Average— indicates a normal mixture of Extraversion-Introversion Tendency 
Low— represents Introversion
*+1.61+5 indicates that average perceived the ads more favorably than high, low more favorably than high, and 
low more favorably than average.
**-1.61+5 indicates that high perceived the ads more favorably than average, high more favorably than low, and 
average more favorably than low.
Source: Table XXI
A statistically significant response pattern was found for each second- 
order personality grouping when compared with one another. The most 
interesting finding is the preference for company oriented writing by 
introverted individuals over other second-order groups. The "average" 
group, however, perceived the company oriented concept as being more 
desirable than second order extraversion groups.
The fact that introverted people responded more favorably than 
either extraverted or "average" individuals on both ads would seem to 
suggest that recruitment advertisement, regardless of writing style, is 
more effective on shy, self-sufficient, inhibited individuals than extra­
verted persons or those individuals having a balanced mixture of extra­
version and introversion tendencies. Additional analysis, relevant to 
the third hypothesis, is presented below.
Dallas Mutual Life1s Exvia-Invia Second-Order Responses
The specific objectives of this section are similar to those in the 
previous section, but they are presented here in the form of three ques­
tions of varying generalities: (a) What are the differing connotations of
Dallas Mutual Life’s recruitment advertisements, and are there any over­
all differences in connotation between exvia, "average," and invia 
individuals? (b) Do the connotations of the ads vary with personality 
types? (c) What personality type perceived the reader viewpoint adver­
tisement of Dallas Mutual Life most favorably?
Table XXIII gives the mean scale scores of the l6^ extraverted indivi­
duals, 105 "average" persons, and 125 introverted people on each semantic 
rating scale for each stimulus. For the present, only gross differences 
are pointed out; however, individual "t" tests were computed among the 
mean scores for each personality type. Both ads, as in all previous
TABLE XXIII
SEMANTIC DIFFERENTIAL MEAN VALUES FOR DALLAS MUTUAL LIFE’S RECRUITMENT ADVERTISEMENTS
BY SECOND-ORDER INTROVERSION-EXTRAVERSION FACTOR
Sc.
No. Semantic Rating Scales
Reader Oriented Ad Company Oriented Ad
Extraversion Average Introversion Extraversion Average Introversion
1 GOOD-BAD 2.3 2.0 2.if 2.2 2.1 2.if
2 KIND-CRUEL 2.8 2.6 2.8 2.7 2.8 3-0
•J BELIEVING-SKEPTICAL 2.7 2.7 2.8 2.if 2.5 2.7
if PROGRESSIVE-REGRESSIVE 2.if 2.3 2.3 2.3 2.if 2.2
5 POSITIVE-NEGATIVE 2.2 2.1 2.1 2.1 2.3 2.2
6 REPUTABLE-DISREFJTABLE 2.9 2.7 2.9 2.6 2.7 2.7
7 MASCULINE-FEMININE 3.3 3.2 3.1 3-5 3.5 3-h
8 HARD-SOFT 3 A 3-3 3.2 3.9 3.5 3.^
9 SERIOUS-HUMOROUS 2.0 2.2 1.8 2.1 2.6 2.0
10 ACTIVE-PASSIVE 2.6 2.5 2.3 2.8 2.9 2.7
li EXCITABLE-CALM if.2 if.2 3.9 if.if if.l
12 COMPLEX-SIMPLE if .1 if.2 if.if if.l 3.9 3.9
Source: Primary
analyses (in this Chapter and Chapter IV), received positive connotation.
Extraverted, "average," and introverted personality groups agreed on 
the neutral connotation of the bipolar adjective excitable-calm and 
complex-simple. This agreement was observed for both the reader and 
company oriented concepts. It seems as though introverted individuals had 
the most positive connotation of both concepts. The reader oriented ad­
vertising appeal appears to have received the greatest degree of favorable 
connotation from the "average" group. On the other hand, "average" and 
extraverted individuals perceived the company oriented ad very similarly. 
It is interesting to note, however, that introverted people, again, 
appeared to have the most positive connotation of this concept.
The first part of the first question, as to whether Dallas Mutual 
Life’s stimuli had differing connotations from the three personality 
groups, seems easily answered in the affirmative. The differences, how­
ever, are primarily in the degree of connotative favorableness. The 
second part, concerned with allover differences between personality 
types, apparently differed in the degree of auspicious connotation. The 
qualifying phrase "apparently" should be stressed since the observations 
were based upon gross magnitude rather than any test of significant 
differences.
In order to answer the second question, regarding personality dif­
ferences in the connotation of the experimental stimuli, "t" tests were 
conducted. Table XXIV presents the results of these parametric tests. 
Examining Table XXIV, it will be noted that there were significant dif­
ferences among personality tjqpes. Specifically, when the responses of 
extraverted, "average," and introverted individuals to the reader oriented
TABLE XXIV
"t" VALUES1 OF THE DIFFERENCES BETWEEN SECOND-ORDER FACTOR PAIRS FOR 
EACH OF DALLAS MUTUAL LIFE ADS AND EACH SEMANTIC RATING SCALE
Second-Order Factor Pairs 
Reader Oriented Ad Company Oriented Ad
Sc. High/Average High/Low Average/Low High/Average High/Low Average/Low
No. Semantic Rating Scales_____________________________________________________________________________________
1 GOOD-BAD 1.693* -0.696 -2.895** 0.617 -1.561 -2.027**
2 KIIO-CRUEL 1.450 -0.220 -2.125** -0.395 -2.858** -1.707**
3 BELIEVING-SKEPTICAL 0.102 -0.536 -0.539 -0.955 -2.272** -O.925
4 PROGRESSIVE-REGRESSIVE 1.053 1.138 -0.453 -0.557 1.216 1.725*
5 POSITIVE-NEGATIVE 0.644 0.548 -o.46l -1.336 -1.015 0.908
6 REFUTABLE-DISREPUTABLE 1.066 0.003 -1.296 -0.474 -0.522 0.196
7 MASCULINE-FEMININE 0.057 1.300 0.968 0.005 2.190* 1.651*
8 HARD-SOFT -0.360 1.762* 1.982* 1.987* 3.465* 0.107
9 SERIOUS-HUMOROUS -1.326 1.918* 3.270* -2.967** 1.747* 5.448*
10 ACTIVE-PASSIVE o.4o4 2.8o4* 1.831* 0.340 1.562 1.775*
11 EXCITABLE-CALM -0.290 1.660* 1.796* 1.394 0.953 -1.054
12 COMPLEX-SIMPLE -0.315 0.321 0.689 0.935 1.472 -0.047
Groups compared: High-Average, High-Low, and Average-Low 
Degrees of freedom: 167 187 230
Critical "t" value single tail test: 1.645
10nly those values significant at the .05 level are shown with asterisks 
^High— represents Extraversion 
Average— a normal mixture of Extraversion-Introversion Tendency 
Low— represents Introversion
*+1.645 indicates that average perceived the ads more favorably than high, low more favorably than high, and 
low more favorably than average.
**-1.645 indicates that high perceived the ads more favorably than average, high more favorably than low, and 
average more favorably than low.
Source: Table XXIII
stimulus are compared, significant differences are observed in each 
comparison. This comparison reveals that only one statistically sig­
nificant difference was obtained between exvia and "average" indivi­
duals, four significant patterns of responses emerged between exvia and 
invia persons, and "average" and invia people differed significantly on 
six of the 12 semantic rating scales, l'n view of these results, it may 
be concluded that personality differences are present in the connota­
tion of the reader viewpoint concept.
Since the single tailed "t" test was utilized, the following observa­
tions were noted for the reader oriented ad. First of all, "average" 
people perceived the ad more favorably than extraverted individuals. 
Secondly, introverted persons demonstrated a greater preference for the 
concept than extraverted people. Finally, introverted individuals viewed 
the ad connotatively better than "average" persons. Interesting, also, 
is that extraverted persons had the least positive connotation of the 
concept. These results would seem to suggest that the connotative 
meaning of recruitment advertisements vary with personality types.
In pursuing the same line of analysis for the company oriented concept, 
significant differences in the pattern of responses emerged between extra­
verted and "average" individuals. Introverted people were found to have 
perceived this stimulus more favorably than extraverted persons. The 
pattern of response differences between "average" and introverted per­
sons was significant and indicated that introverted individuals held the 
ad in higher esteem than "average" persons. These results further suggest 
that connotative meaning relative to writing style in recruitment ads 
varies with personality groups.
The last question, the personality type that perceived the reader
viewpoint ad most favorably, was approached by summing the number of 
significant "t" values relative to each personality type. This sum­
mation revealed that introverted individuals perceived the reader 
oriented concept more propitiously than either extraverted or "average" 
persons. 'This result further disapproves the third hypothesis that 
extraverted individuals respond more favorably to reader viewpoint 
recruitment advertisements than introverted persons. Interesting, 
also, is that introverted individuals also viewed the company oriented 
concept more auspiciously than either of the other personality groups. 
This finding and the findings relative to Massey's recruitment adver­
tisements suggest that perhaps introverted individuals, because of 
their "make-up", are more susceptible to advertising, at least to 
recruitment advertisement, than either "average" or extraverted indivi­
duals. Discussion of the experimental results are presented in the 
subsequent section.
Discussion and Implication of Findings
The most significant implication of this investigation seems to the 
author to be the following: There is significant evidence to indicate
that a relationship exists between personality traits, personality types 
(extraversion-introversion) and the perception of written mass communi­
cation.
Experimental results demonstrated that personality traits favoring 
reader viewpoint writing differed from those preferring company oriented 
advertising messages. This empirical evidence indicated with a high 
degree of consistency that there is a relationship existing between the
traits humble, conscientious (delicately balanced with casualness), 
trusting, self-assured, relaxed (to a lesser degree than other traits 
noted in the P.F.), and reader viewpoint recruitment advertisements. The 
traits referred to as humble, conscientious (balanced with casualness), 
shy, trusting, practical, forthright, self-assured, and conservative 
bear a very important relation to company oriented recruiting messages.
Of all the personality traits studied, those which are related to 
reader and company oriented advertising seem to be sufficiently impor­
tant to influence the perception of recruitment advertisement. What is 
important here is that there is a definite indication that personality 
differences do, in fact, influence the perception of written mass communi­
cation, or at least the recruitment advertisements utilized in the present 
experimental investigation. It seems reasonable to suggest, then, that 
advertisers in their attempt to attract prospective employees should try 
to develop advertising copy with interpersonal appeal. That is to say, 
they should develop advertising messages which appeal to. personality 
traits or personality types that are regarded as being desirable by the 
employer. It would seem that copywriters are capable of offering adver­
tising messages compatible with personality traits or personality types. 
Research similar to the one delineated in this study may be helpful in 
clearing the way for future investigation dealing with personality and 
its effects on the perception of written mass communication.
Differences in advertising writing style may be of more overriding 
importance than differences in company imagery; the results of this in­
vestigation seem to bear out this generalization, since the names of the 
advertisers in the experimental ads were fictitious. Moreover, differences 
in writing styles may be especially important when companies use rather
similar advertising appeals such as those used in recruitment advertisemen 
which stress promotion opportunities, "bonuses, challenging work, and so on 
In such cases, the writing style may minimize differences in prospective 
employees' predisposition toward -the company.
Generally, advertising copies are not pure types seeking to cater 
to certain personality characteristics. For example, recruitment adver­
tisements generally attract more than one type of individual. Therefore, 
it seems that written recruiting messages which psychologically employ 
personal pronouns, such as "you," "your," or "we," "our," "us," would 
provide some sort of emotional involvement, and thus, the advertising 
message may he generally attractive to certain personality types. The 
results of the present investigation seem to support such a notion. For 
example, this research indicated that humble, conscientious, trusting, 
self-assured, relaxed individuals preferred reader oriented recruiting 
messages. Conversely, persons possessing traits described as shy, 
practical, forthright, and conservative, favored the company oriented 
advertising appeals.
Experimental results also demonstrated that personality types 
(extraverts-introverts) are definitely an influencing factor in the per­
ception of written mass communication. Introverts were more sensitive 
to recruiting messages than either extraverts or "average" individuals. 
Because of this, there are communication implications for both adver­
tisers and copywriters. It would seem likely that there may be analogous 
situations in other forms of advertising writing style as well, although 
the experiment report was confined to only reader and company oriented 
writing styles.
Personality traits and personality types may well be a meaningful
variable in communication and persuasion processes. Therefore, written 
mass communication may be segmented along the lines of personality fac­
tors delineated by Cattell. Much more research, however, is needed in 
this and other related areas. Advertising writing style seeking specific 
personality traits or personality types might benefit from compatible 
interpersonal appeals. Differential preferences for receiving interper­
sonal influence may cause individuals possessing certain personality 
characteristics to prefer one advertising writing style over another and 
ultimately, one company over another.
Capsule Presentation of Experimental Results
The findings presented in the present Chapter reinforce the idea 
that personality characteristics affect the perception of written mass 
communications. The experiment did indicate that persons possessing 
certain personality traits responded differently to reader and company 
oriented recruitment advertisements. The findings also showed that 
personality traits inherent in individuals caused them to react dif­
ferently to the experimental variables, thereby confirming the first 
hypothesis.
The data further indicated that there were personality differences 
between favorable responses to reader and company oriented advertising 
appeals. In fact, exposure to reader viewpoint advertising copy demon­
strated that six personality factors of the 16 P.F. were consistently 
related to this form of advertising writing style. Specifically, the 
factors included were: C (average), E (humble), G (average), L (trusting),
0 (self-assured), and (relaxed).
Factors E (humble), G (average), H (shy), L (trusting), M (practical), 
N (forthright), 0 (self-assured), and Q, (conservative) were consistently
related to company oriented recruitment advertisements. Throughout the 
experiment, four personality variables described as humble (Factor E), 
conscientiousness balanced with casualness (Factor G), trusing (Factor 
L), and self-assured (Factor 0), favored both reader and company 
oriented advertisements.
It was also found that personality types which included extraverted, 
"average," and introverted individuals differed in their preferences for 
advertising writing styles. Introverted people responded more favorably 
to reader viewpoint recruiting messages than either "average," or extra­
verted individuals. Extraverted persons, on the other hand, held the 
least positive view of reader viewpoint advertising than either of the 
other personality types. This result did not support the third hypothesis 
Which predicted that extraverted persons would respond more propitiously 
to advertising copy presented from the reader’s point of view than intro­
verted people. It was further observed that Introverted individuals also 
viewed the company oriented messages more favorably than "average" or 
extraverted persons.
These results confirmed the first and second hypotheses, but rejected 
the third hypothesis. In spite of the rejection of the third hypothesis, 
the results of this investigation may be interpreted as further empirical 
evidence for the notion that personality traits and personality types are 
meaningful variables in communication and persuasion processes.
CHAPTER VI
SUMMARY AND CONCLUSIONS
The major purposes of this experimental research have been (1) to 
discover the extent to which demographic factors influence the perception 
of written mass communication and (2) to ascertain the effects of per­
sonality characteristics on the perception of reader and company oriented 
recruitment advertisements. Specifically, the investigation focused 
upon (a) the relationship between demographic factors and responses to 
advertising writing style (company or reader oriented) and (b) the 
relationship between personality traits and responses to company and 
reader oriented advertising copy.
To the author's knowledge, no previous research has been directly 
associated with personality traits or demographic characteristics as 
factors affecting the perception of written mass communication. This 
lack of research prompted this investigator to formulate five hypotheses. 
They are:
1. There are certain personality traits inherent in individuals 
which will cause them to react differently to written mass 
communication.
2. There are personality differences, as measured by the Cattell 
Sixteen Personality Factor Questionnaire, between favorable 
perception of reader oriented advertisements and favorable 
responses to advertisements which are company oriented.
3. Individuals with extraverted personality characteristics will 
respond more favorably to reader oriented recruitment adver­
tisements. Individuals with introverted personality traits, 
on the other hand, will respond less favorably to reader 
oriented messages.
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H. Written recruitment advertisements presented as reader
oriented messages 'will induce more favorable responses than 
comjiany oriented messages, regardl.ess of personality 
characteristics.
5. Demographic factors such as sex, age, and college classifica­
tion are influential in generating more favorable responses for 
reader oriented recruitment advertisements than for company 
oriented recruitment advertisements.
Results relative to the above hypotheses are briefly summarized in 
the subsequent sections.
Experimental Results Relative to Hypotheses IV and V
Since students of communications generally believe that reader view­
point writing elicits more favorable responses than company oriented 
writing, the purpose of the fourth hypothesis was to empirically determine 
whether or not this assertion was correct.
The intent of the fifth hypothesis was to extend the scope of the 
fourth hypothesis by ascertaining whether demographic factors were respon­
sible for inducing favorable responses to recruiting ads structured with 
reader viewpoint writing.
Major Findings— Fourth Hypothesis
The mean values and semantic profiles clearly demonstrated that all 
four expermental ads had favorable appeal. It was speculated, especially 
for the Massey's ads, that the difference in writing styles was too subtle 
for respondents to make sharp distinctions in evaluating the ads on the 
semantic differential. A test of significant difference had to be 
employed in order to determine which writing style was most favorably per­
ceived. The differences, then, were merely a matter of degree and not 
direction.
The test of significant difference at the .05 level revealed that 
respondents favored the company oriented advertising appeal of Massey's 
over its reader oriented ad. Dallas Mutual Life's reader oriented ad, on 
the other hand, was viewed significantly better than its company oriented 
advertising copy. The findings, of course, partially affirm and partially 
disaffirm the fourth hypothesis. However, the results did, in part, sub­
stantiate the generalized belief that reader oriented writing will 
receive a more favorable reaction. Perhaps, additional research where 
differences in writing styles are not subtle would completely support the 
fourth hypothesis and the views of students of communications.
Findings--Demographic Hypothesis
The information produced by the semantic differential was analyzed 
according to sex, age, and college classification to ascertain whether 
demographic factors were related to semantic responses. After analyzing 
the semantic profiles of both men and women, it was found that the sexes 
responded favorably to all four experimental stimuli. In no instance 
were there any apparent differences for men and women in the opposite 
direction. They never crossed each other on the negative end of the 
polar continuum.
However, the "t's" comparing the mean values for males and females 
met the value normally required for the one-tailed test of significant 
difference at the .05 level. Closer examination of these "t" values dis­
closed that significant differences between males and females existed for 
every concept, and that men viewed both reader and company oriented adver­
tising copy more praiseworthy than women. Men also indicated a greater 
preference for reader viewpoint advertising messages than for company
oriented recruitment advertisements. This finding partially supported 
the fifth hypothesis (at least as far as sex is concerned).
On the basis of the evidence produced by the test of significant 
differences, the perception of advertising writing style appeared to be 
a function of age. This tenable conclusion was based upon the fact that 
as age increased, the number of significant "t" values decreased.
Overall, the "t" test results for age groups indicated that the 
company oriented advertising copy of Massey's was more desirable than 
its sister recruitment ad. In contrast, the age groups favored the 
reader oriented advertisement of Dallas Mutual Life over its company 
oriented advertising appeal. It was interesting to note that individuals 
between 17 and 19 year's of age appeared to be very sensitive in their 
reaction toward the experimental concepts. The older and more mature 
(27 to ilU Year's of age) subjects, however, indicated they were the least 
responsive of all groups to the recruitment advertisements.
Since the various age groups demonstrated that they preferred the 
company oriented ad in one instance and in another instance they pre­
ferred the reader viewpoint advertising copy, the demographic hypothesis 
was only given partial credence.
As a group, the college classification categories perceived the 
company oriented ad of Massey's connotatively better than its reader 
viewpoint advertising copy. Conversely, this "group" judged the reader 
oriented writing of Dallas Mutual Life more desirable than its twin 
recruiting ad. Once again, this overall pattern of responses provided 
only partial validation for the fifth hypothesis.
It was found that the greater the difference in college classifica­
tion, the greater the number of significant "t" values, thereby indica­
ting, perhaps, that the perception of recruitment advertisements was a
function of college classification. College Freshmen and Sophomores 
appeared to be more impressionable in their assessment of recruitment 
ads. Special Undergraduate students, on the other hand, judged the ads 
less positively than sny other classification group.
The findings generated by the demographic data clearly indicated 
some support for the fifth hypothesis. Throughout this investigation, 
respondents consistently demonstrated they preferred Dallas Mutual Life's 
reader oriented ad over its company oriented ad. And respondents also 
consistently favored the company oriented message of Massey's over its 
reader oriented counterpart. This consistency was marked, however, with 
one exception; male subjects responded more favorably to both reader 
viewpoint ads, while female subjects did not indicate significant prefer­
ence for either form of advertising writing style.
The possible reasons advanced for the partial confirmation of the 
fifth hypothesis included:
1. Dallas Mutual Life’s reader oriented ad (with 605 words of which 
39 were "you" and "your" pronouns and 17 were "we," "us" and "our" pro­
nouns) was of sufficient length to adequately develop the you attitude 
depicting employment benefits and opportunities, thus, eliciting more 
favorable responses than its company oriented twin (with 501 words of 
which four were "reader oriented" pronouns and 18 were "company oriented" 
pronouns).
2. Massey's company oriented ad (with 162 words) made more effective 
use of the "company oriented" pronouns than was originally anticipated. 
Massey’s reader oriented ad, on the other hand, (with 225 words) made 
very subtle use of the 18 "you" and "your" pronouns. This subtleness, to 
speculate, rendered the ad obviously less effective than the company
oriented ad which made effective use of the "we," "our" and "us" pronouns. 
It was further speculated that it does not seem to matter how often the 
"reader oriented" pronouns are used in short advertising copy (less than 
300 words), since, generally, the length does not permit a detailed descrip 
tion of benefits and employment opportunities.
Influence of Personality Characteristics: An Empirical Analysis
Chapter V dealt with the possible relationship between semantic respon 
ses and personality characteristics, as measured by the Cattell l6 P.F.
The objective of this chapter was to determine the influence of personality 
characteristics on the perception of written mass communication.
Specifically, three major hypotheses were tested. The pirrpose of 
the first hypothesis was to ascertain whether or not personality traits 
caused individuals to respond differently to recruitment advertisements. 
While the purpose of hypothesis one was to test the influence of traits on 
the perception of written mass communication, the second hypothesis 
attempted to determine which personality traits caused individuals to 
respond more favorably to reader viewpoint recruitment messages and which 
ones caused them to respond more favorably toward company oriented recruit­
ment advertisements. Finally, the third hypothesis was formulated to test 
whether extraverted or introverted individuals reacted more propitiously to 
reader viewpoint advertising copy.
Personality Traits and Hypotheses I and II
Experimental results showed that semantic responses were related to 
individual differences. It was found that personality traits inherent in 
persons caused them to react differently to recruitment advertisements.
An analysis of the semantic responses to Massey's reader oriented 
recruitment ad revealed that individuals possessing certain personality 
traits perceived the ad differently. The test of significant differences 
further showed that the individuals with personality traits described as 
outgoing, -more intelligent, humble, sober, venturesome, tough-minded, 
trusting, imaginative, self-assured, experimenting, self-sufficient, un­
disciplined self-conflict, and relaxed responded more favorably to 
Massey's reader oriented advertising appeal.
Responses to the company oriented message of Massey's also demon­
strated that the majority of the sxibjects having certain personality traits 
perceived the stimulus connotatively differently. Individuals charac­
terized as reserved, humble, sober, shy, tough-minded, trusting, practi­
cal, forthright, self-assured, conservative, self-sufficient, and un­
disciplined self-conflict had the most favorable attitude towards Massey's 
company viewpoint advertising copy. In contrasting the personality pro­
file which favored the company oriented message of Massey's, it was found 
that these profiles differed on nearly 50 per cent of the personality 
factors.
Similar findings were noted in the analysis of the data generated by 
the Dallas Mutual Life recruitment ads. For example, the D statistic 
showed that a very small percentage (about 10 per cent) of the personality 
variables viewed the reader viewpoint message of Dallas Mutual Life alike. 
In contrast, 83 per cent of the personality variables demonstrated percep­
tual disparity for Dallas Mutual Life's company oriented advertising copy. 
The study also showed that the personality profiles of those who favored 
the reader oriented, message differed from those who preferred the company 
oriented ad.
Those' who were favorably inclined toward the reader viewpoint adver­
tising writizzg style tended to be reserved, concrete thinkers, docile, 
trusting, easily pleased, placid, cautious, joiners, and unfrustrated; 
whereas, those who favored the company oriented message were characterized 
as concrete thinkers, emotionally stable, humble, timid, self-reliant, 
trusting, practical, sentimental, serene, conservative, and joiners. A 
comparison of profiles showed that differences occurred on eight of the 
l6 personality factors.
The above findings generated support for the first and second hypo­
theses. Personality traits inherent in individuals did cause them to 
react differently to the exjzerimental stimuli. Moreover, the results 
clearly showed that individuals who preferred reader viewpoint writing 
possessed certain personality traits, whereas those who favored company 
oriented writing possessed certain other identifiable personality traits.
Second-Order Factor and Hypothesis III
An investigation of second-order factor and semantic responses 
revealed that the personality dimension of extraversion and introversion 
was sensitive to recruitment advertisements. Specific results indicated 
that introverted individuals responded more favorably to the Massey's 
recruitment ads than either "average" or extraverted persons. Similar 
findings were noted of the Dallas Mutual Life advertisements. Introverted 
individuals found both ads more desirable than any of the other second- 
order personality groups. The study also showed that extraverted persons 
were less responsive than "average" individuals to recruitment 
advertisements.
Since introverted individuals responded more favorably to reader 
oriented advertising appeals than extraverted people, the third hypothesis
was rejected. The overriding observation from this investigation indicates 
that a relationship does, in fact, exist between personality character­
istics and the perception of written mass communication.
Conclusions of the Study
On the basis of the evidence presented in this study, the following 
conclusions seam tenable:
1. That individuals, regardless of their personality characteristics, 
did not consistently respond favorably to reader oriented writing.
2. That the demographic factors, age and college,classification, 
had some effect upon the reaction to reader oriented advertisement. As 
groups, age and college classification, in one instance, favored the 
reader oriented ad of Dallas Mutual Life, and in another instance, they 
viewed the company oriented ad of Massey’s more desirable.
3. That men perceived reader oriented recruiting messages more 
auspiciously than women.
4. That the perception of recruitment ads is a function of age and 
college classification.
5. That Freshmen and Sophomores are more sensitive to recruiting 
advertising than either Juniors, Seniors, or Special Undergraduate 
students.
6. That persons between the ages of 17 and 19 are more responsive 
to written advertisements than individuals between the ages of 20 and M+.
7. That certain personality traits, as measured by the l6 P.F. were 
associated with favorable reactions to reader viewpoint writing, while 
other identifiable personality traits were related to favorable responses 
to company oriented writing.
8. That introverted individuals, as selected and measured by the 
instrument used in this study, were more receptive to recruitment adver­
tisement than either "average" or extraverted individuals.
This study provides both a methodology for determining the relation­
ship between demographic factors, personality characteristics and responses 
to written mass communication and a means for evaluating advertising writing 
style. Moreover, the research methodology does offer a promising source of 
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RETAILING'o GOT THE ACTION!
MASSEY'S IS RETAILING!
As you may know, retailing is America’s Mggest industry!
It may interest you to know that retailing is anticipating. 
Innovating. Influencing. You'll find that retailing is change. And 
Massey needs you to continue to change with it. You can help us to 
continue a growth rate that witnessed the opening of 190 new stores 
over the last 10 years. You’ll also note that during the past decade 
Massey has established the widely acclaimed Merchandise Research and 
Development Testing Laboratory. Introduced new concepts in catalog 
merchandising. Instituted centralized control buying. And laid 
dynamic new plans for expansion that calls for an average of 25 store 
openings a year.
This is the kind of growth that can make your advancement oppor­
tunities move fast— in virtually every professional category. You'll 
find that Massey has a lot to offer you. Your opportunities include 
annual performance appraisals, liberal bonuses that range up to 200$ 
of your base salary, a modern benefit program designed especially for 
you to build on, and much more. If you're a person who wants to move 
up fast, there's no better place to turn your potential loose than 
right here. At the changing Massey. Is your future in retailing? This 
booklet, describing your many career opportunities at Massey, may pro­
vide the answer. For more facts on what your future can be at Massey 
send for your free copy today.
D. C. Borbas, College Relations Coordinator 
Administrative Office & Corporate Headquarters 
619 W. Chicago Avenue/Chicago, Illinois 60607
An Equal Opportunity Employer
AN UNUSUAL OPPORTUNITY FOR COLLEGE GRADUATES
WHY THIS PROGRAM?
You’ll find that the rapid growth of The Dallas Mutual Life in recent 
years and aggressive plans for continued expansion intensify our need for 
young men and women. If you possess initiative and leadership ability, 
it's very likely your abilities and our outlook are made for each other. 
Sales training is designed to develop you for management responsibilities 
as soon as your capabilities permit. Our Sales and Sales Management 
Training Program has been established to help you to develop to your full 
potential and advance you into a position of increasing responsibility.
WHAT IS OUR OBJECTIVE?
It may interest you to know that The Dallas Mutual Life conducts its 
sales and service activities through 100 general agency offices through­
out the United States. You'll find that the men and women who head these 
offices represent the Company in all insurance matters. They are men and 
women of broad executive ability, respected in their communities. Opera­
ting for all practical purposes as independent businessmen, they enjoy 
excellent incomes and have freedom of action. The Sales and Sales 
Management Training Program is designed primarily to prepare you for 
future general agency openings and for other sales management opportuni­
ties in the Field and Home Office.
HOW MANY MEN AND WOMEN DO WE NEED?
It shouldn't surprise you that we have no absolute minimum or maximum
quota. As a nation-wide organization there are always more opportunities 
than there are good men and women available. You'll find that we will 
not sacrifice quality for quantity.
CAN YOU QUALIFY?
If your background and college experience have led you to think indepen­
dently, to be resourceful and to exercise sound judgment you can qualify 
for this program. If you're a person who can demonstrate evidence of 
leadership, initiative and ambition this.program is designed especially 
for you. It may interest you to know that we also want young men and
women who appreciate that financial independence and security are much
more likely to result from a career offering full opportunity for 
development of personal skills than from one where progress is limited by 
factors beyond personal capacity and performance. If you are such a per­
son we have some truly unusual opportunities for you.
WHAT WILL YOU DO WHILE TRAINING?
You’ll find all the training you need. The program has several phases 
in which you receive intensive training at the Home Office. It is 
designed primarily to develop your initiative, your sales ability, your 
executive judgment and your self-confidence. You are invited to send 
for the brochure, "Sales and Sales Management Training Program," which 
gives you a step by step detail of the program.
ABOUT THE DALLAS MUTUAL LIFE
As you may know, Dallas Mutual Life was founded in l8M3, and it is 
respected as one of the finest life insurance companies in the world.
With over two billion dollars of assets, you’ll find it ranks among 
America’s major financial institutions. You'll also note that its 
management is aggressive, and views the future as a challenge to con­
tinue the growth of the past century.
ACTUARIAL OPPORTUNITIES
A limited number of Home Office positions are available to you in Dallas 
Mutual Life's Actuarial Training Program. If you have an outstanding 
overall college record with particular strength in mathematics you should 
investigate the excellent opportunities available to you in the actuarial 
profession.
HOW TO APPLY
To learn more about a Dallas Mutual Life c a r e e r  write to: James W.
Shaner, Department P, The Dallas Mutual Life Insurance Company, Hartford, 
Connecticut 06115. You will be sent an application blank and a brochure 
giving you further details. A personal interview may then be arranged 
for you.
RETAILING'S GOT THE ACTION!
MASSEY’S IS RETAILING!
Retailing is America’s biggest industry!
Retailing is anticipating. Innovating. Influencing. Retailing is 
change. And Massey continues to change with it. In the past decade, 
Massey has opened 190 new stores. Installed the industry's largest Data 
Control Center. Established the widely acclaimed Massey's Merchandise 
Research and Development Testing Laboratory. Introduced new concepts in 
catalog merchandising. Instituted centralized control buying. And laid 
dynamic plans for expansion that call for an average of 25 store openings 
a year.
This is the kind of growth that means fast-moving advancemement 
opportunities--in virtually every professional category. Opportunities 
that include annual performance appraisals, liberal bonuses that range 
up to 200°/0 of base salary, a modern benefit program, and much more. If 
you're a person who wants to move up fast, there's no better place to 
turn your potential loose than right here. At the changing Massey. Is 
your future in retailing? This booklet, describing the many career 
opportunities at Massey, may provide the answer. Send for your free 
copy today.
D. C. Borbas, College Relations Coordinator 
Administrative Office & Corporate Headquarters 
619 W. Chicago Avenue/Chicago, Illinois 60607
An Equal Opportunity Employer
AN UNUSUAL OPPORTUNITY" FOR COLLEGE GRADUATES
WHY UIIS PROGRAM?
The rapid growth of The Dallas Mutual Life in recent years and aggressive 
plans for continued expansion intensify our need for men and women with 
initiative and leadership ability. Sales training is one of the best 
methods of developing young men and women who are able to take advantage 
of management opportunities. Our Sales and Sales Management Training 
Program has been established to accomplish this training and develop such 
talent.
WHAT IS OUR OBJECTIVE?
The Dallas Mutual. Life conducts its sales and service activities through 
100 general agency offices throughout the United States. The men and 
women who head these offices represent the Company in all insurance 
matters. They are men and women of broad executive ability, respected in 
their communities. Operating for all practical purposes as independent 
businessmen, they enjoy excellent income and have great freedom of action. 
The Sales and Sales Management Training Program is designed primarily to 
develop young men and women for future general agency openings and for 
other sales management opportunities in the Field and Home Office.
HOW MANY MEN AND WOMEN DO RE NEED?
We have no absolute minimum or maximum quota. As a nation-wide organiza­
tion there are always more opportunities than there are good men and 
women available. But we will not sacrifice quality for quantity.
CAN YOU QUALIFY?
For this program we are seeking men and women whose background and college 
experience have led them to think independently, to be resourceful and to 
exercise sound judgment. We look for evidence of leadership, initiative 
and ambition. We want men and women who appreciate that financial inde­
pendence and security are much more likely to result from a career offering 
full opportunity for development of personal skills than from one where 
progress is limited by factors beyond personal capacity and performance.
For such men and women we have some truly unusual opportunities.
WHAT WILL YOU DO WHILE TRAINING?
The program has several phases, including intensive training at the Home 
Office, designed to develop initiative, sales ability, executive judgment 
and self-confidence. For details of the program, step by step, you are 
invited to send for the brochure, "Sales and Sales Management Training 
Program."
ABOUT THE DALLAS MUTUAL LIFE
Founded in 18̂ (6, The Dallas Mutual Life is respected as one of the finest 
life insurance companies in the world. With over two billion dollars of 
assets, it ranks among America's major financial institutions. Its 
management is aggressive, and views the future as a challenge to continue 
the growth of the past century.
ACTUARIAL’OPPORTUNITIES
The Dallas Mutual Life has a limited number of Home Office positions in 
our Actuarial Training Program. Men and women who have an outstanding 
overall college record with particular strength in mathematics should 
investigate the excellent opportunities available in the actuarial 
profession.
HOW TO APPLY
Write to James W. Shaner, Department ?, The Dallas Mutual Life Insurance 
Company, Hartford, Connecticut 06115. An application blank will be sent 
to you with a brochure giving further details. A personal interview may 
then be arranged.
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Appendix C: Semantic Differential Questionnaires
CLASSIFICATION DATA
NAME_____________________________________ SEX___________  AGE_
M or F
1. Are you presently enrolled in Management 71-72? Yes______ No______
2. Have you had Management 71? Yes_______No______
3. Check the appropriate blank to indicate your MAJOR FIELD OF STUDY.
 Accounting  Marketing _____General Business
 Finance  Management _____Secretarial Administration
Economics Statistics Other
write in
k. Check the appropriate blank to indicate your CLASSIFICATION.




5. What type of employment will you seek when you complete your college 
education?
GO RIGHT ON TO THE NEXT PAGE
Name
INSTRUCTIONS
The purpose of this study is to measure your impression of recruitment 
advertiseinent copy. In order to acco:nplish this objective you are asked to 
judge these ads against a series of descriptive scales.
It is important that you mark the scales on the basis of your reaction 
to the writing style. On each page you will find a different ad to evaluate 
and behind it a set of scales. The scales should be marked as follows:
If you think the concept at the top of the descriptive scale page is very 
closely related to one end of the scale place your mark in the following manner:
Very Closely Slightly Neutral Slightly Closely Very 
Good X : : : : : : Bad
or
Good : : : : : : X Bad
If you think the concept is quite closely related to one end of the scale 
(but not extremely), mark it as follows:
Very Closely Slightly Neutral Slightly Closely Very 
Good : X : : : : : Bad
or
Good : : : : : X : Bad
If the concept seems only slightly related to one side (but is not neutral), 
mark as illustrated below:
Very Closely Slightly Neutral Slightly Closely Very 
Good : : X : : : : Bad
or
Good : : : X : : Bad
The extreme toward which you mark depends upon which extreme seems the most 
characteristic of the advertisement being judged. If you think the concept is 
neutral with respect to a particular scale or that a given scale is completely 
irrelevant, place your mark in the middle space.
Very Closely Slightly Neutral Slightly Closely Very 
Good : : : X : : : Bad
IMPORTANT:
(l) Please mark in the center of the space 
This : : : X
Not this : : X
(2) Please mark every scale for every concept--do not omit any.
(3) Never put more than one mark on a single scale.
None of the concepts will be repeated so please do not look back and forth
through the items and do not try to remember how you marked associated items
earlier in the questionnaire. Make each item a separate and independent judgment.
You are encouraged to work at a fairly high rate of speed. Do not be puzzled 
over individual items; it is your first Impression that is important. Oh the other 
hand, please work carefully so that the true impressions may be revealed.
RETAILING'S GOT THE ACTION!
MASSEY’S IS RETAILING!
As you may know, retailing is America's biggest industry!
It may interest you to know that retailing is anticipating. Innovating. 
Influencing. You'll find that retailing is change. And Massey needs you to 
continue to change with it. You can help us to continue a growth rate that wit­
nessed the opening of 190 new stores over the last 10 years. You'll also note 
that during the past decade Massey has established the widely acclaimed Mer­
chandise Research and Development Testing Laboratory. Introduced new concepts 
in catalog merchandising. Instituted centralized control buying. And laid 
dynamic new plans for expansion that calls for an average of 25 store openings 
a year.
This is the kind of growth that can.make your advancement opportunities 
move fast--in virtually every professional category. You'll find that Massey 
has a lot to offer you. Your opportunities include annual performance 
appraisals, liberal bonuses that range up to 200$, of your base salary, a modern 
benefit program designed especially for you to build on, and much more. If 
you're a person who wants to move up fast, there's no better place to turn your 
potential loose than right here. At the changing Massey. Is your future in 
retailing? This booklet, describing your many career opportunities at Massey, 
may provide the answer. For more facts on what your future can be at Massey 
send for your free copy today.
D. C. Borbas, College Relations Coordinator 
Administrative Office & Corporate Headquarters 
619 W. Chicago Avenue/Chicago, Illinois 60607
An Equal Opportunity Employer
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MASSEY'S
In the space below, you are to rate your impression of this ad on each of 
these scales.
Very Closely Slightly Neutral Slightly Closely Very 
GOOD ________ :________ :________ :________ :________ :________ :________  BAD
KIND________:________ :________ :________ :________  ;________  CRUEL
BELIEVING _____ ___________ :________ :________ :________ :________ :________  SKEPTICAL
PROGRESSIVE ________ :________ :________ :________ :________ :________ :________  REGRESSIVE
POSITIVE ________ :________ :________ :________ :_________:________ :________ NEGATIVE
DISREPUTABLE ________ :________ :________ :________ :_________:________ :________ REPUTABLE
FEMININE ________ :________ :________ :________ :_________:________ :________ MASCULINE
HARD ________ :________ :________ :________ :_________:________ :________ SOFT
HUMOROUS ________ : :________ :________ :_________:________ :________ SERIOUS
ACTIVE ________ :________ :________ :________ :________ :________ :________ PASSIVE
CALM ________ :________ :________ _________:________ :________ :________  EXCITABLE
SIMPLE : : : : : :  COMPLEX
AN UNUSUAL OPPORTUNITY FOR COLLEGE GRADUATES
WHY THIS PROGRAM?
You'll find that the rapid growth of The Dallas Mutual Life in recent years and 
aggressive plans for continued expansion intensify our need for young men and 
women. If you possess initiative and leadership ability, it's very likely your 
abilities and our outlook are made for each other. Sales training is designed 
to develop you for management responsibilities as soon as your capabilities 
permit. Our Sales and Sales Management Training Program has been established 
to help you to develop to your full potential and advance you into a position 
of increasing responsibility.
WHAT IS OUR OBJECTIVE?
It may interest you to know that The Dallas Mutual Life conducts its sales and 
service activities through 100 general agency offices throughout the United 
States. You'll find that the men and women who head these offices represent the 
Company in all insurance matters. They are men and women of broad executive 
ability, respected in their communities. Operating for all practical purposes 
as independent businessmen, they enjoy excellent incomes and have freedom of 
action. The Sales and Sales Management Training Program is designed primarily 
to prepare you for future general agency openings and for other sales manage­
ment opportunities in the Field and Home Office.
HOW MANY MEN AND WOMEN DO WE NEED?
It shouldn't surprise you that we have no absolute minimum or maximum quota.
As a nation-wide organization there are always more opportunities than there 
are good men and women available. You'll find that we will not sacrifice 
quality for quantity.
CAN YOU QUALIFY?
If your background and college experience have led you to think independently, 
to be resourceful and to exercise sound judgment you can qualify for this pro­
gram. If you're a person who can demonstrate evidence of leadership, initiative 
and ambition this program is designed especially for you. It may interest you 
to know that we also want young men and women who appreciate that financial 
independence and security are much more likely to result from a career offering 
full opportunity for development of personal skills than from one where progress 
is limited by factors beyond personal capacity and performance. If you are such 
a person we have some truly unusual opportunities for you.
WHAT WILL YOU DO WHILE TRAINING?
You'll find all the training you need. The program has several phases in which 
you receive intensive training at the Home Office. It is designed primarily to 
develop your initiative, your sales ability, your executive judgment and your
self-confidence. You are invited to send for the brochure, "Sales and Sales 
Management Training Program," which gives you a step by step detail of the 
program.
ABOUT THE DALLAS MUTUAL LIFE
As you may know, Dallas Mutual Life was founded in 18^6, and it is respected as 
one of the finest life insurance companies in the world. With over twro billion 
dollars of assets, you'll find it ranks among America's major financial institu­
tions. You'll also note that its management is aggressive, and views the 
future as a challenge to continue the growth of the past century;
ACTUARIAL OPPORTUNITIES
A limited number of Home Office positions are available to you in Dallas Mutual 
Life's Actuarial Training Program. If you have an outstanding overall college 
record with particular strength in mathematics you should investigate the 
excellent opportunities available to you in the actuarial profession.
HOW TO APPLY
To learn more about a Dallas Mutual Life career write to: James W. Shaner,
Department P, The Dallas Mutual Life Insurance Company, Hartford, Connecticut 
06115. You will be sent an'application blank and a brochure giving you 
further details. A personal interview may then be arranged for you.
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In the space below, you are to rate your impression of this ad on each of
these scales.
Very Closely Slightly Neutral Slightly Closely Very 
GOOD _______ :________:________:________:________:________________  BAD
KIND _______ :________ :________:________:________ :________:_______  CRUEL
BELIEVING _______ :________ :________:________:________:________:_______  SKEPTICAL
PROGRESSIVE _______ :________:________:________:________:____.___ :________ REGRESSIVE
POSITIVE _______ :________ :________:________:________:________:_______  NEGATIVE
DISREPUTABLE _______ : :________:________:________:________:_______  REPUTABLE
FEMININE _______ :________ :________:________:________:________:_______  MASCULINE
HARD _______ :________ :________:________:________:________:_______  SOFT
HUMOROUS _______ :________ :________:________:________:________:_______  SERIOUS
ACTIVE _______ :________ :________:________:________:________:_______  PASSIVE
CALM _______ :________ :________:________:________:________:_______  EXCITABLE
SIMPLE : : : : : :  COMPLEX
Name
INSTRUCTIONS
The purpose of this study is to measure your impression of recruitment 
advertisement copy. In order to accomplish this objective you are asked to 
judge these ads against a series of descriptive scales.
It is important that you mark the scales on the basis of your reaction 
to the writing style. On each page you will find a different ad to evaluate 
and behind it a set of scales. The scales should be marked as follows:
If you think the concept at the top of the descriptive scale page is very 








• • • 
• • • X Bad
If you think, the concept is quite closely related to one end 
(but not extremely), mark it as follows:
of thei scale
Good
Very Closely Slightly Neutral 





• • • • 
• • • • X ' : Bad
If the concept 
mark as illustrated




Very Closely Slightly Neutral 





X : : Bad
The extreme toward which you mark depends upon which extreme seems the most 
characteristic of the advert!sement being judged. If you think the concept is 
neutral with respect to a particular scale or that a given scale is completely 
irrelevant, place your mark in the middle space.
Very Closely Slightly Neutral Slightly Closely Very 
Good : : : X : : : Bad
IMPORTANT:
(l) Please mark in the center of the space 
This : : : X
Not this : : : X
(2) Please mark every scale for every concept— do not omit any.
(3) Never put more than one mark on a single scale.
None of the concepts will be repeated so please do not look back and. forth 
through the items and d.o not try to remember how you marked associated items 
earlier in the questionnaire. Make each item a separate and independent judgment.
You are encouraged to work at a fairly high rate of speed. Do not be puzzled 
over individual items; it is your first impression that is important. On the other 
hand, please work carefully so that the true impressions may be revealed.
RETAILING’S GOT THE ACTION!
MASSEY'S IS RETAILING!
Retailing is America's biggest industry!
Retailing is anticipating. Innovating. Influencing. Retailing is change. 
And Massey continues to change with it. In the past decade, Massey has opened 
190 new stores. Installed the industry's largest Data Control Center. Estab­
lished the widely acclaimed Massey's Merchandise Research and Development Testing 
Laboratory. Introduced new concepts in catalog merchandising. Instituted 
centralized control buying. And laid dynamic plans for expansion that call for 
an average of 25 store openings a year.
This is the kind of growth that means fast-moving advancement opportunities--
in virtually every professional category. Opportunities that include annual
performance appraisals, liberal bonuses that range up to 200$ of base salary, a
modern benefit program, and much more. If you're a person who wants to move up 
fast, there's no better place to turn your potential loose than right here.
At the changing Massey. Is your future in retailing? This booklet, describing 
the many career opportunities at Massey, may provide the answer. Send for your 
free copy today.
D. C. Borbas, College Relations Coordinator 
Administrative Office & Corporate Headquarters 
619 W. Chicago Avenue/Chicago, Illinois 60607
An Equal Opportunity Employer
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In the space below, you are to rate your impression of this ad on each of
these scales.
Very Closely Slightly Neutral Slightly Closely Very 












AN UNUSUAL OPPORTUNITY FOR COLLEGE GRADUATES
WHY THIS PROGRAM?
The rapid growth of The Dallas Mutual Life in recent years and aggressive plans 
for continued expansion intensify our need for men and women with initiative and 
leadership ability. Sales training is one of the best methods of developing 
young men and women who are able to take advantage of management opportunities. 
Our Sales and Sales Management Training Program has been established to accompli: 
this training and develop such talent.
WHAT IS OUR OBJECTIVE?
The Dallas Mutual Life conducts its sales and service activities through 100 
general agency offices throughout the United States. The men and women who 
head these offices represent the Company in all insurance matters. They are 
men and women of broad executive ability, respected in their communities. 
Operating for at 1 practical purposes as independent businessmen, they enjoy 
excellent income and have great freedom of action. The Sales and Sales Manage­
ment Training Program is designed primarily to develop young men and women for 
future general agency openings and for other sales management opportunities in 
the Field and Home Office.
HOW MANY MEN AND WOMEN DO WE NEED?
We have no absolute minimum or maximum quota. As a nation-wide organization 
there are always more opportunities than there are good men and women available. 
But we will not sacrifice quality for quantity.
CAN YOU QUALIFY?
For this program we are seeking men and women whose background and college 
experience have led them to think independently, to be resourceful and to exer­
cise sound judgment. We look for evidence of leadership, initiative and ambi­
tion. We want men and women who appreciate that financial independence and 
security are much more likely to result from a career offering full opportunity 
for development of personal skills than from one where progress is limited by 
factors beyond personal capacity and performance. For such men and women we 
have some truly unusual opportunities.
WHAT WILL YOU DO WHILE TRAINING?
The program has several phases, including intensive training at the Home Office, 
designed to develop initiative, sales ability, executive judgment and self- 
confidence. For details of the program, step by step, you are invited to send 
for the brochure, "Sales and Sales Management Training Program."
ABOUT THE DALLAS MUTUAL LIFE
Founded in l8U6, The Dallas Mutual Life is respected as one of the finest life 
insurance companies in the world. With over two bi3.1ion dollars of assets, it
ranks among America's major financial institutions. Its management is aggressive,
and views the future as a challenge to continue the growth of the past century.
ACTUARIAL OPPORTUNITIES
The Dallas Mutual Life has a limited number of Home Office positions in our 
Actuarial Training Program. Men and women who have an outstanding overall 
college record with particular strength in mathematics should investigate the 
excellent opportunities available in the actuarial, profession.
HOW TO APPLY
Write to James W. Shaner, Department P, The Dallas Mutual Life Insurance 
Company, Hartford, Connecticut O6115. An application blank will be sent to 
you with a brochure giving further details. A personal interview may then 
be arranged.
DALLAS MUTUAL LIFE
In the space below, you are to rate your impression of this ad on each of
these scales.
Very Closely Slightly Neutral Slightly Closely Very 












Appendix D: Visual Semantic Profiles Relative
to Hypotheses Four and Five
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E X C I T A B L E
C O M P L E X
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S I M P L E
Figure D.l: Comparison of Massey's Reader and Company Oriented 
Recruitment Advertisements
The scales have been reorganized so that the adjectives 
on the left are the favorable adjectives.
- - - Broken line denotes company oriented ad 

























Figure D.2: Comparison of Dallas Mutual Life’s Reader and Company 
Oriented Recruitment Advertisements
The scales have been reorganized so that the favorable 
side is on the left and the unfavorable side appears on 
the right.
- - - Broken line denotes company oriented message 
Solid line denotes reader oriented message
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Figure D.3: Composite Reader and Company Oriented Recruitment 
Advertisement
The above scales have been rotated so that favorable 
polar adjectives are on the left and the unfavorable 
ones are on the right.
Reader Oriented Massey’s Ad 
.Company Oriented Massey’s Ad 
Reader Oriented Dallas Mutual Life
—  Company Oriented Dallas Mutual Life
GOOD
K I N D
B E L I E V I N G
PROGRESSIVE
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SERIOUS
A C T I V E
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S I M P L E
Figure D.U: Male and Female Semantic Profile for Massey's Reader 
and Company Oriented Recruitment Ads
. Male-Reader Oriented 
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Figure D.5: Male and Female Semantic Profiles for Both Reader and 
Company Oriented Advertisement for Dallas Mutual Life
. Male-Reader Oriented 
. Female-Reader Oriented 
. Male-Company Oriented
 Female-Company Oriented
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Figure D.6 : Comparison of Age Groups I 
Oriented Advertisement
Age Group I 
Age Group II 
Age Group III 
Age Group IV
- TV for Massey's Reader
—
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Figure D.7: Comparison of Age Groups I 
Oriented Advertisement
.Age Group I 
.Age Group II 
Age Group III 
Age Group IV
- IV for Massey's Company
t- ~ > ^
G O O D
K I N D
B E L I E V I N G
P R O G R E S S I V E
P O S I T I V E
R E P U T A B L E
M A S C U L I N E
H A R D
S E R I O U S
A C T I V E
E X C I T A B L E
C O M P L E X
B A D
C R U E L
S K E P T I C A L
R E G R E S S I V E
N E G A T I V E
D I S R E P U T A B L E
F E M I N I N E
S O F T
H U M O R O U S
P A S S I V E
C A L M
S I M P L E
Figure D.8: Comparison of Age Groups I - IV for Dallas Mutual 
Life's Reader Oriented Advertisement
Age Group I 
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Figure D.9: Comparison of Age Groups I - IV for Dallas Mutual 
Life's Company Oriented Advertisement
Age Group I 
.Age Group II 
Age Group III 
Age Group IV
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Figure D.12: Comparison of All Classifications to Dallas Mutual 






























Figure D.13: Comparison of All Classifications to Dallas Mutual 






Appendix E: Semantic Differential Scale Means and "t" Values
of the Difference Between Personality Traits 
For Each Recruitment Advertisement
TABLE E.I
SEMANTIC DIFFERENTIAL SCALE MEANS FOR MASSEY'S READER ORIENTED 
ADVERTISEMENT BY PERSONALITY FACTORS
Semantic Rating Scales
Personality Factors I 2 3 I+ 5 6 7 8 9  10 11 12*
Factor A
Outgoing 2.6 2.9 3.1
Average 3-0 2.9 3.^
Reserved 2.8 2.8 3.5
Factor B
More Intelligent 2.9 2.9 3.3
Average 2.8 2.9 3.̂ +
Less Intelligent 2.6 2.8 3-3
Factor C
Emotionally Stable 2.3 2.6 3.0
Average 2.5 2.8 2.9
Affected by Feelings 3.1 3.0 3.8
Factor E
Assertive 2.9 2.9 3.̂
Average 2.6 2.9 3.3
Humble 2.8 2.7 '3.5
Factor F
Happy-go-Lucky 2.9 2.8 3.3
Average 2.7 3.0 3-b
Sober 2.8 2.8 3.^
2.1 2.0 3.1 3.3 3.3 2.8 2.1 2.7 1+.7
2.3 2.1 3-3 3.2 3.3 2.7 2.2 3.1 1+.8
2.1+ 2.1 3-2 3.2 3.3 2.7 2.2 2.9 1+.7
2.3 2.1 2.9 3.1 2.9 2.5 2.0 2.5 1+.6
2.2 2.0 3.3 3.2 3.2 2.8 2.1 3.0 U.7
2.1+ 2.2 3.3 3.9 2.8 2.3 3.1 1+.8
2.0 1.7 3.2 3.3 3.̂ 2.8 2.2 3.1 M2.0 1.9 3.1 3.1 3.3 2.7 1.9 2.7 1+.7
2.5 2.3 3.3 3.3 3.3 2.8 2.3 3.0 1+.7
2.1+ 2.1 3.1 3.2 3.3 2.8 2.2 2.9 1+.8
2.1 2.0 3.1+ 3.3 3.3 2.8 2.1 2.9 1+.6
2.2 2.1 3.6 3.5 3.5 2.6 2.0 2.9 1+.7
2.3 2.1 3.2 3.2 3-h 2.6 2.3 3.1 1+.7
2.2 2.2 3.3 3.2 3.̂ 2.9 2.0 2.8 1+.7
2.3 1.9 3.2 3.3 3.1 2.7 2.1 2.9 1+.7
TABLE E.I (Continued)
Personality Factors 1 2  3
Factor G
Conscientious 2.6 2.5 3.5Average 2.8 2.9 3.2Expedient 2.9 2.9 3.5
Factor H
Venturesome 2.8 2.8 3*3Average 2.8 2.9 3.5Shy 2.8 2.9 3.3
Factor I
Tender-Minded 2.8 2.8 3 .hAverage 2.9 3.0 3.3
Tough-Minded 2.7 2.9 3-5
Factor L
Suspicious 2.8 2.9 3.5
Average 2.9 2.9 3-3Trusting 2.7 2.7 3.2
Factor M
Imaginative 2.8 2.9 3-3Average 2.9 2.8 3.^
Practical 2.8 2.8 3-^
Factor N
Shrewd 2.9 3.0 3.^
Average 2.7 2.9 3.3Forthright 2.7 2.7 3 .b
b
Semantic Rating Scales 
5 6 7 8 9 10 11 12
1*9 1.8 2.9 3.1 3-6 2.9 2.1 3.2 k.Q2.2 2.1 3.3 3.2 3 . k 2.7 2.2 2.8 b .52.U 2.1 3.2 3.3 3.2 2.7 2.2 3.0 b .9
2.2 1.9 3.0 3.2 3 . k 2.7 2.1 3.0 k.Q2.2 2.1 3.3 3.2 3.U 2.7 2.2 2.8 k . 7
2 . k 2.2 3.3 3.3 3-2 2.8 2.2 3.0 k . 7
2.3 2.0 3.2 3.^ 3.5 2.9 2.1 2(9 k . 72.2 2.1 3 -k 3.3 3.3 2.6 2.1 3.1 b .92.2 2.0 3.0 3.0 3.0 2.7 2.2 2.9 H.5
2.3 2.0 3 -k 3.2 3.2 2.8 2.1 2.8 b .8
2 . k 2.3 3.0 3.^ 3.5 2.7 2.3 3.1 b .82.1 1.9 3.1 3.1 3.^ 2.7 2.1 3.0 b .3
2.3 2.1 3.2 3.3 3.2 2.7 2.1 3.0 b . 92.2 2.1 3.3 3.1 3.3 2.8 2.2 2.9 b .52.2 1.9 3.2 3.3 3.5 2.7 2.3 2.8 b . b




Apprehensive 3.2 3.2 3.8
Average 3-0 2.8 3.4
Self-Assured 2.6 2.8 3.3
Factor Qj_
Experimenting 2.9 3.0 -3.3
Average 2.7 2.7 3.3
Conservative 2.7 2.8 3.5
Factor Qg
Self-Sufficient 2.8 3.0 • 3.0
Average 2.7 2.7 3.5
Group-Dependent 2.9 2.9 3.3
Factor
Controlled 2.9 2.9 3.3
Average 2.9 2.9 3.4
Undisciplined Self-Conflict 2.6 2.8 3.4
Factor
Tense 2.9 3.0 3.5
Average 2.8 2.8 '3.4
Relaxed 2.7 2.8 3.2







5 6 7 8 9 10 11 12
2.5 2.5 3.4 3.3 3-3 3.1 2.4 2.9 5.1
2.3 2.2 3.5 3-2 3-3 2.7 2.2 3.0 4.62.2 1.9' 3.1 3.2 3.3 2.7 2.0 2.9 4.7
2.3 2.0 3.1 3.2 3.2 2.7 2.1 2.8 4.82.2 2.1 3.4 3-3 3.4 2.6 2.2 3.0 4.62.2 2.1 3-4 3-3 3.4 3.0 2.1 2.9 4.7
2.2 2.0 3.1 3.1 3.2 2.6 2.2 2.9 4.7
3.2 2.1 3.3 3.3 3.3 2.7 2.0 2.9 4.7
2.3 2.2 3.4 3.4 3.6 3.2 2.3 3.2 4.8
2.3 2.0 3.2 3.2 3.3 2.7 2.2 2.8 4.7
2.3 2.1 3-3 3.2 3.4 2.7 2.2 3.1 4.82.2 2.0 3.1 3.3 3.2 2.8 2.0 2.8 4.6
2.3 2.2 3.4 3.3 3.3 2.8 2.2 2.8 4.92.2 2.0 3-3 3.3 3.4 2.8 2.1 3.2 4.82.2 2.0 3.0 3.1 3.2 2.6 2.1 2.9 4.5
scale description in Table E.II.
TABLE E.II
"fVALUES1 OF THE DIFFERENCES BETWEEN PERSONALITY TRAITS FOR MASSEY'S
READER ORIENTED ADVERTISEMENT
Scale
Number Semantic Rating Scales
Factor A^ Factor B
Hi/Av Hi/Lo Av/Lo Hi/Av Hi/Lo Av/Lo
1 GOOD-BAD -1.736** -I.697** -4.145** 1.881*
2 KIND-CRUEL
3 BELIEVING-SKEPTICAL -2.359**
4 PROGRESSIVE-REGRESSIVE -2.206** -2.198**
5 POSITIVE-NEGATIVE -2.074**6 REPUTABLE-DISREPUTABLE -1.937** -2.536**
7 MASCULINE-FEMININE -2.382**
8 HARD-SOFT -1.957** -6.240** -6.715**
9 SERIOUS-HUMOROUS10 ACTIVE-PASSIVE
11 EXCITABLE-CALM -2.203** -2.844**
12 COMPLEX-SIMPLE
Factor C Factor E
1 GOOD-BAD -4.145** -4.385**
2 KIND-CRUEL -2.283** 2.504* 1.920*
3 BELIEVING-SKEPTICAL -3.736** -5.245**
b PROGRESSIVE-REGRESSIVE -3.083** -3.868** 1.915* 1.790*
5 POSITIVE-NEGATIVE -3.499** -2.765**6 REPUTABLE-DISREPUTABLE -1.692** -4.607**
7 MASCULINE-FEMININE /■ -3.374**
8 HARD-SOFT -2.495** -I.836**













































































































Number Semantic Rating Scales
TABLE E.II (Continued) 
Factor Factor Qg
Hi/Av Hi/Lo Av/Lo Hi/Av Hi/Lo Av/Lo
1 GOOD-BAD




6 REPUTABLE-DISREPUTABLE -2.in1** -2.96O**
7 MASCULINE-FEMININE -2.951**
8 HARD-SOFT -3.664** -2.415**
9 SERIOUS-HUMOROUS -2.309** -2.643** -5.365** -3.365**10 ACTIVE-PASSIVE -2.308**
li EXCITABLE-CALM -2.468** -1.690**
12 COMPLEX-SIMPLE
Factor Qg Factor
1 GOOD-BAD 1.738* 1.933*2 KIND-CRUEL
3 BELIEVING-SKEPTICAL 2.349* 1.668*k PROGRESSIVE-REGRESSIVE
5 POSITIVE-NEGATIVE 2.347*
6 REPUTABLE-DISREPUTABLE 2.865* 2.096*
7 MASCULINE-FEMININE 2.250* 1.688*
8 HARD-SOFT 1.661*
9 SERIOUS-HUMOROUS10 ACTIVE-PASSIVE 2.054*n EXCITABLE-CALM 2.294* -I.689** 1.764*
12 COMPLEX-SIMPLE 1.971* 2.593* 1.988*
Groups compared:High-Average, High-Low, and Average-Low for each of the 16 personality factors.
Critical "t" value for single tailed test: 1.645
-k)nly those values significant at the .05 level are given.
^High represents high score description of the personality factor. Average represents average score descrip­
tion of the personality factor. Low indicates raw score description of the personality factor.
*+1.645 —  denotes that average perceived the ad more favorably than high, low better than high, and low 
better than average.
**-1.645—  indicates that high perceived the ad more favorably than average, high better than low, and 
average better than low.
Source: Table E.I
TABLE E.III
SEMANTIC DIFFERENTIAL SCALE MEANS FOR MASSEY’S COMPANY ORIENTED 
ADVERTISEMENT BY PERSONALITY FACTORS
Semantic Rating Scales
Personality Factors 1 2 3 k 5 6 7 8 9 10 11 12*
Factor A 2.7 2.8 3.1 2.3 2.1 3.2 3.2 3.^ 2.9 2.3 2.8 5.0Outgoing 2.7 2.8 3.1 ' 2.3 2.1 3.2 3.2 3-k 2.9 2.3 2.8 5.0
Average 2.7 2.9 3.1 2.1 2.1 3.1 3-3 3.^ 3.0 2.2 2.8 k.7
Reserved 2.7 2.9 3.2 2.2 2.1 3-0 3.3 3-3 2.8 2.0 2.8 ^.7
Factor B
More Intelligent 2.6 3.1 3.0 2.3 2.2 3.1 3.1 3.0 2.9 2.2 2.7 5.0
Average 2.8 2.8 3.2 2.2 2.0 3.2 3.3 3-k 2.9 2.2 2.8 ^.6
Less Intelligent 2.5 2.7 3.1 2.2 2.1 3.0 3.1!- 2.6 2.8 2.2 2.9 k-9
Factor C
Emotionally Stable 2.k 2.8 3.0 2.1 2.1 3.3 3.3 3-5 2.9 1.9 2.6 k.7
Average 2.6 2.9 2.9 2.2 1.9 3-0 3.2 3.3 2.9 2.1 2.5 k.8Affected by Feeling 2.8 2.9 3.3 2.3 2.2 3.1 3.3 3-3 2.9 2.3 3.3 k.Q
Factor E 
Assertive 2.7 2.9 3.1 2.3 2.2 3.1 3.2 3-^ 2.8 2.3 2.9 k.9
Average 2.6 2.9 3.3 2.2 2.1 3-3 3.2 3.1 3.1 2.0 2.5 k-5
Humble 2.6 2.5 •2.8 2.0 1.8 3.1 3.6 3.6 2.8 1.9 2.7 k.8
Factor F
Happy-Go-Lucky 2.7 2.9 3.1 2.2 2.1 3.1 3.3 3-k1 2.9 2.2 2.7 k.8
Average 2.8 2.8 3.1 2.3 2.2 3.2 3.2 3.5 2.9 2.3 2.8 k.7
Sober 2.7 2.9 3.2 2.1 2.0 3.2 3-3 3.2 2.9 2.0 2.8 k.7
TABLE E.III (Continued)
Personality Factors 1 2 3 b
Semantic Rating Scales
5 6 7 8 9 10 11 12
Factor G
Conscientious 2.b 2.5 2.8 2.2 1.8 2.8 3.2 3-7 2.9 1.9 2.6 5-bAverage 2.7 2.8 3.0 ' 2.1 2.1 . 3.1 3.3 3.b 2.9 2.2 2.8 ^•5
Expedient 2.7 3.0 3.3 2.3 2.1 3.2 3.2 3.2 2.8 2.2 2.8 ^•9
Factor H
Venturesome 2.7 2.9 3.0 2.2 2.2 3.0 3.3 3.b 2.8 2.1 2.7 b.9
Average 2.6 2.8 3.0 2.2 2.0 3.2 3.3 3.^ 2.9 2.3 2.9 k.9Shy 2.8 2.9 3.3 2.3 2.1 3.2 3.3 3.2 2.9 2.1 2.8 ^•5
Factor I
Tender-Minded 2.6 2.7 3.0 2.1 2.0 3.1 3.5 3.^ 3.0 2.1 2.7 b.9Average 2.8 3.0 3.1 2.b 2.1 3-3 3.2 3-^ 2.9 2.2 2.7 b.8
Tough-Minded 2.7 2.9 3.3 2.2 2.2 3.1 3.0 3.2 2.7 2.2 2.9 b.6
Factor L
Suspicious 2.7 2.9 3-2 2.1 2.1 3.2 3.2 3.3 2.9 2.2 2.9 b.8Average 2.6 2.7 2.9 2.2 2.0 3.0 3.5 3.5 2.8 2.2 2.7 b.8Trusting 2.9 3.1 3.2 2.b 2.2 3.3 3.2 3.3 3.2 2.0 2.6 b.6
Factor M 
Imaginative 2.6 3.0 3.1 2.2 2.0 3.0 3-3 3.3 2.9 2.1 2.7 b.8Average 2.6 2.8 . 3.1 2.3 2.2 3-3 3.2 3.^ 2.9 2.3 3.0 k.7Practical 2.9 2.6 3.1 2.0 2.0 3.1 3.^ 3.b 2.8 2.1 2.7 b.7
Factor N
Shrewd 2.8 2.9 3.2 2.2 2.1 3.2 3.2 3.3 2.8 2.1 3.0 b.8Average 2.6 2.9 3.0 2.1 2.0 3.0 3.^ 3-5 3.0 2.1 2.6 b.8
Forthright 2.7 2.7 3-1 2.3 2.2 3.2 3-1 3-3 2.8 2.3 2.8 b.7
TABLE E.III (Continued)
Semantic Rating Scales
Personality Factors 1 2 3 4 5 6 7 8 9  10 11 12
Factor 0
Apprehensive 2.8 2.8 3.0
Average 2.7 2.8 3.0
Self-Assured 2.7 2.9 3.2
Factor Q-i
Experimenting 2.9 3.0 -3.3Average 2.5 2.7 2.9
Conservative 2.6 2.8 3.0
Factor Q?
Self-Sufficient 2.7 2.7 3.2
Average 2.7 2.8 3.0
Group-Dependent 2.6 2.9 3.0
Factor Qo
Controlled 2.7 2.9 3.3
Average 2.7 2.8 3.1
Undisciplined Self-Conflict 2.7 2.9 3.0
Factor
Tense 2.7 2.9 3.1
Average 2.7 2.8 •3.0
Relaxed 2.8 2.8 3*2
2.2 2.0 3.3 3-5 3.4 3-3 2.3 2.8 5.12.2 2.0 3-2 3.2 3.4 2.9 2.1 2.9 4.82.2 2.1 ' 3.1 3.2 3.3 2.8 2.1 2.7 4.7
2.3 ■. 2.2 3.0 3.2 3.2 2.9 2.1 2.8 4.82.1 2.0 3-2 3.4 3.5 2.0 2.1 2.8 4.72.1 2.0 3.3 3.2 3.4 2.8 2.3 2.8 4.8
2.2 2.1 3.3 3-2 3.2 2.9 2.1 2.6 4.72.2 2.1 3.1 3-4 3-4 2.8 2.2 2.9 4.92.1 2.0 2.9 3.3 3.6 3-1 2.5 3.1 4.8
2.3 2.1 3.1 3.2 3.3 2.9 2.0 2.8 4.92.2 2.0 3.1 3.3 3.5 2.8 2.2 2.8 4.82.1 2.1 3.2 3.3 3.2 3.0 2.3 2.8 4.6
2.2 2.0 3.2 3.2 3.3 2.9 2.2 2.8 4.62.0 2.0 3.2 3.*+ 3-4 2.9 2.1 2.8 5.0
2.3 2.2 3.0 3.2 3-4 3.0 2.1 2.8 4.8




















"t" VALUES1 OF THE DIFFERENCES BETWEEN PERSONALITY TRAITS FOR MASSEY’S
COMPANY ORIENTED ADVERTISEMENT
Semantic Rating Scales
Factor A2 Factor B
Hi/Av Hi/Lo Av/Lo Hi/Av Hi/Lo Av/Lo
GOOD-BAD 2.511*










COMPLEX-SIMPLE I.696* 2.522* 1.952* -2.189**
Factor C Factor E
GOOD-BAD -2.486** -2.224** 1.881*
KIND-CRUEL 5.^31* 2.932*
BELIEVING-SKEPTICAL -1.760** -3.120** 3.^15* 2.638*
PROGRESSIVE-REGRESSIVE 3.320* 1.854*
POSITIVE-NEGATIVE -2.883** 4.097* 1.883*
REPUTABLE-DISREPUTABLE
MASCULINE-FEMININE ' -4.510** -3.405**
HARD-SOFT -2.413** -3.5^1**
SERIOUS-HUMOROUS -1.904** 2.504*
ACTIVE-PASSIVE -2.754** -1.793** 1.970* 4.217*

























Factor F Factor G
































- 2. 229* *  





































TABLE E.IV (Continued) 
Factor L Factor M












































Number Semantic Rating Scales
TABLE E.IV (Continued) 
Factor Qq_ Factor Q2
Hi/Av Hi/Lo Av/Lo Hi/Av Hi/Lo Av/Lo1 GOOD-BAD 2.008* 2.939*2 KIM)-CRUEL 1.923*
3 BELIEVING-SKEPTICAL 2.199* 2.61+2*I± PROGRESSIVE-REGRESSIVE 1.732* 2.162* 1.809*
5 POSITIVE-NEGATIVE6 REPUTABLE-DISREPUTABLE -1.939** 3.715* 1.703*
7 MASCULINE-FEMININE 1.868* -2.173** -2.159**
8 HARD-LOFT -1.673** -3.368**
9 SERIOUS-HUMOROUS -2.169** -1.970**10 ACTIVE-PASSIVE -1+.886** -2.9I+6**
li EXCITABLE-CALM -1+.559** -2.008**
12 COMPLEX-SIMPLE










12 COMPLEX-SIMPLE 1.95^* 1.717* -1.691**
Groups compared: High-Average, High-Low, and Average-Low for each of the 16 personality factors.
Critical "t" value for single tailed test: 1.61+5
-^Only those values significant at the .05 level are given.
%igh represents high score description of the personality factor. Average represents average score description 
of the personality factor. Low indicates raw score description of the personality factor.
*+1.61+5 —  denotes that average perceived the ad more favorably than high, low better than high, and low 
better than average.
**-1.61+5 —  indicates that high perceived the ad more favorably than average, high better than low, and 
average better than low.
Source: Table E.III
TABLE E.V
SEMANTIC DIFFERENTIAL SCALE MEANS FOR DALLAS MUTUAL LIFE'S READER 
ORIENTED ADVERTISEMENTS BY PERSONALITY FACTORS
Semantic Rating Scales
Personality Factors 1 2  3 ^ - 5 6  7 8 9  10 11 12*
Factor A
Outgoing 2.3 2.9 2.8
Average 2.2 2.7 2.7
Reserved 2.3 2.7 2.8
Factor B
More Intelligent 2.4 3-0 2.7
Average 2.2 2.6 2.7
Less Intelligent 2.3 2.9 2.9
Factor C
Emotionally Stable 2.4 2.6 2.5
Average 2.3 2.8 2.5
Affected by Feelings 2.2 2.8 3.0
Factor E
Assertive 2.4 2.8 2.9
Average 2.3 2.6 2.6
Humble 1.9 2.8 2.2
Factor F
Happy-Go-Lucky 2.1 2.8 2.6
Average 2.2 2.7 2.8
Sober 2.5 2.8 2.8
2.5 2.2 3.1 3.1 3.4 2.1 2.7 4.1 4.4
2.3 2.1 2.7 3.2 3.5 2.1 2.4 4.1 3.9
2.3 2.1 2.7 3.3 3.3 1.8 2.4 4.1 4.4
2.3 2.2 2.4 3.3 3.6 1.8 2.9 4.6 4.1
2.3 2.0 3-0 3.2 3.3 2.1 2.4 3.9 4.1
2.5 2.4 3-0 3.1 3.3 2.0 2.5 4.1 M
2.5 2.1 3.0 3.1 3.3 2.0 2.5 4.4 3.9
2.1 2.0 2.7 3.̂ 3.3 2.0 2.4 3.8 4.0
2.4 2.2 2.9 3.2 3.4 2.0 2.6 4.2 4.2
2.4 2.2 2.8 3.3 3.4 2.0 2.5 4.2 4.0
2.3 2.1 2.8 3.1 3.4 2.1 2.6 4.1 4.2
2.1 1.8 3.0 3.1 3.2 1.9 2.3 3.6 4.2
2.4 2.0 2.8 3.2 3-5 2.1 2.6 4.1 4.3
2.2 2.2 2.7 3.2 3.3 1.9 2.3 4.0 3.9




























Semantic Rating Scales 
5 6 7 8 9 10 11 12
2.8 2.3 2.0 2.2 2.8 3.4 3.4 2.0 2.4 3-6 3.7
2.5 2.5 2.3 2.1 2.6 3.2 3.5 2.1 2.6 4.1 4.1
3.0 3.1 2.5 2.2 3.0 3.2 3.3 2.0 2.5 4.2 4.2
2.7 2.7 2.5 2.2 2.8 3.3 3.3 1.9 2.6 4.1 4.2
2.8 2.7 2.2 2.0 2.8 3.1 3.5 2.2 2.5 4.1 4.0
2.8 2.8 2.3 2.2 2.9 3.2 3.3 1.9 2.4 4.0 4.1
2.7 2.8 2.4 2.2 2.8 3.2 3.4 2.1 2.5 4'. 2 4.0
2.9 2.6 2.3 2.1 2.9 3.3 3.4 2.0 2.5 3-9 4.2
2.6 2.8 2.3 2.1 2.8 3.2 3.3 1.9 2.5 4.2 4.1
2.8 2.8 2.5 2.2 2.8 3.3 3.4 2.0 2.6 4.3 4.2
2.7 2.7 2.2 2.1 2.9 3.1 3.4 2.1 2.4 4.0 4.0
2.8 2.6 2.3 2.1 2.7 3.2 3.4 2.0 2.5 3.8 4.0
2.9 2.8 2.5 2.2 2.8 3.2 3.^ 2.1 2.5 4.2 4.1
2.5 -2.7 2.2 2.0 2.8 3.2 3.4 2.0 2.4 4.1 4.1
2.0 2.7 2.2 2.3 3.1 3.2 3.3 1.9 2.5 3.9 4.1
3.0 3.0 2.5 2.2 3.0 3.2 3.3 2.0 2.5 4.1 4.3
2.8 2.6 2.3 2.2 2.8 3.2 3.4 2.0 2.5 4.1 3.8
2.4 2.6 2.2 2.0 2.7 3.3 3.4 2.0 2.4 4.0 4.2
TABLE E.V (Continued)
Semantic Rating Scales





















2.2 2.6 2.5 2.2 2.0 2.7
2.1 2.7 2.7 2.3 2.1 2.9
2.1+ 2.8 2.8 2.1+ 2.2 2.8
2.5 2.9 3.0 2.6 2.3 2.8
2.1 2.6 2.6 2.3 2.0 3.0
2.1 2.8 2.5 2.1 2.0 2.7
2.5 2.9 2.9 2.5 2.2 2.8
2.0 2.6 2.5 2.2 2.0 2.9
2.3 2.8 2.7 2.2 2.1 2.7
2.3 2.6 2.7 2.3 2.1 2.6
2.2 2.8 2.7 2.3 2.1 3-1
2.1+ 2.8 2.9 2.1+ 2.2 2.7
2.2 2.8 2.8 2.3 2.1 2.9
2.1+ 2.7 . 2.7 2.1+ 2.1 2.7
2.2 2.7 2.8 2.1+ 2.2 2.9
3-3 3-5 2.6 2.1+ k.l 1+.2
2.2 3.3 2.0 2.7 3.9 1+.0
3-2 3.^ 1-9 2.5 1+.2 l+.l
3.1 3.3 2.1 2.5 l+.l k.3
3-1+ 3.1+ 2.1 2.5 1+.2 l+.o
3.2 3-1+ 1.8 2.1+ 3.9 3.9
3.2 3.3 2.0 2.5 k.l l+.o
3.1+ 3.1+ 1.9 2.5 1+.0 1+.1+
3-0 3.1+ 2.3 2.1+ 3.9 3.7
3.3 3.6 1.9 2.5 l+.l
3.2 3.3 2.0 2.6 l+.l l+.o
3.2 3.3 2.0 2.1+ 3.9 l+.l
3.2 3.2 2.0 2.5 1+.0 1+.0
3.2 2.2 1-9 2.5 1+.2 k.3
3.3 3.6 2.1 2.5 l+.l 1+.0
Source: Primary
TABLE E.YI
"t" VALUES1 OF THE SIGNIFICANT DIFFERENCE BETWEEN PERSONALITY TRAITS FOR DALLAS
MUTUAL LIFE'S READER ORIENTED ADVERTISEMENT
Scale
Number . Semantic Rating Scales
2Factor A Factor B
Hi/Av Hi/Lo Av/Lo Hi/Av Hi/Lo Av/Lo
1 GOOD-BAD
2 KIND-CRUEL 1.928* 2.11*1* -3.301**
3 BELIEVING-SKEPTICAL -2.037**
1* PROGRESSIVE-REGRESSIVE -1.802**
5 POSITIVE-NEGATIVE -3.65I*** -5.105**6 REPUTABLE-DISREPUTABLE 1.813* 2.17b* -2.986**
7 MASCULINE-FEMININE -2.253**
8 HARD-SOFT
9 SERIOUS-HUMOROUS 2.768* 2.932* -2.2l#** -I.865**
10 ACTIVE-PASSIVE I.838* 2.696* 2.525* 2.232*
11 EXCITABLE-CALM 2.837* 2 .71b*
12 COMPLEX-SIMPLE -231b** -2.822**
Factor C Factor E
1 GOOD-BAD 5.355* 2.720*
2 KIND-CRUEL
3 BELIEVING-SKEPTICAL . -2.315** -3.^39** 1.753* 7.297* 2.2532*
b PROGRESSIVE-REGRESSIVE I.698* -2.31*7** 3.1^5*
5 POSITIVE-NEGATIVE -2.058** 1*.628* 2.058*6 REFUTABLE-DISREFUTABLE
7 MASCULINE-FEMININE -1.675** 2.825*
8 HARD-SOFT
9 SERIOUS-HUMOROUS10 ACTIVE-PASSIVE 2.683* 2.180*


























Factor F Factor G





























































































Humber Semantic Rating Scales
TABLE E.VI (Continued) 
Factor Q p Factor Q, 9
Hi/Av Hi/Lo Av/Lo Ki/’Av Hi/Lo Av/Lo1 GOOD-BAD 2.662* 3.b71* 3.125* 2.028* -2.727**? KIND-CRUEL 2.393* 2.673* 1.768*
3 BELIEVING-SKEPTICAL 2.0LM- 3-520* 2.569* I.669* -1.993**
k PROGRESSIVE-REGRESSIVE 1.8 1+9* 5.023* 1.888* 2.355*
5 POSITIVE-NEGATIVE 2.821* 1.827*
6 REPUTABLE-DISREPUTABLE
7 MAS CULINE-FEMININE -I.865** 1.765* 3.507*
8 HARD-SOFT
9 SERIOUS-HUMOROUS 2.821+* 2.1+68* -1+.1+21+** -3.I+65**10 ACTIVE-PASSIVE
11 EXCITABLE-CALM 2.03^* 1.71+1*
12 COMPLEX-SIMPLE 3.217* -1.972** 2.21+2* 4.1+1+1+*






6 REPUTABLE-DISREPUTABLE -2.253** 2.61+2*
7 MASCULINE-FEMININE
8 HARD-SOFT 1.796* 3.03^* -1.739**
9 SERIOUS-HUMOROUS 2.016* -1.897**10 ACTIVE-PASSIVE
11 EXCITABLE-CALM 2.116*
12 COMPLEX-SIMPLE 1.875*
Groups compared: High-Average, High-Low, and Average-Low for each of the l6 personality factors.
Critical "t" value for single tailed test: 1.61+5
■^Only those values significant at the .05 level are given.
2Kigh represents high score description of the personality factor. Average represents average score description 
of the personality factor. Low indicates raw score description of the personality factor.
*-+1.6}+5 —  denotes that average perceived the ad more favorably than high, low better than high, and low 
better than average.
**-1.61+5 —  indicates that high perceived the ad more favorably than average, high better than low, and 
average better than low.
Source: Table E.V
TABLE E.VII
SEMANTIC DIFFERENTIAL SCALE MEANS FOR DALLAS MUTUAL LIFE'S COMPANY 
ORIENTED ADVERTISEMENT BY PERSONALITY FACTORS




7 8 9 10 11 12*
Factor A
Outgoing 2.2 2.7 2.4 2.4 2.1 2.7 3.4 3.8 2.3 2.9 4.3 3.9Average 2.2 2.8 2.4 2.1 2.0 2.6 3.5 3.7 2.2 2.7 4.3 3.9
Reserved 2.3 2.9 2.7 2.3 2.4 2.7 3.5 3.6 2.2 2.7 b .3 4.1
Factor B
More Intelligent 2.4 3.0 2.4 2.3 2.2 2.4 3-4 3.9 2.2 3.0 4.5 3.6
Average 2.2 2.7 2.5 2.2 2.1 2.7 3.5 3-7 2.2 2.8 4.3 4.1
Less Intelligent 2.2 2.9 2.6 2.4 2.3 2.8 3.5 3.4 2.2 2.6 4.1 4.0
Factor C
Emotionally Stable 2.2 2.6 2.3 2.2 2.1 2.8 3.̂ 3.6 2.3 2.6 4.3 3.8
Average 2.2 2.4 2.4 2.2 2.1 2.7 2.6 3.8 2.3 2.8 b .3 4.0
Affected by Feelings 2.3 2.8 2.6 2.3 2.3 2.6 3.4 3.6 2.1 2.9 4.3 4.0
Factor E 
Assertive 2.3 2.8 2.6 2.4 2.2 2.7 3.5 3.7 2.2 2.8 4.4 4.0
Average 2.2 2.8 2.6 2.3 2.2 2.7 3*5 3.7 2.3 2.8 4.3 4.1
Humble 1.8 2.7 2.1 1.8 1.8 2.4 3-4 3-5 2.2 2.5 3.8 3.8
Factor F
Happy-Go-Lucky 2.2 2.5 2.4 2.3 2.0 2.7 3-6 3-9 2.2 2.8 4.4 4.2
Average 2.2 2.9 2.5 2.2 2.2 2.7 3.3 3.5 2.3 2.6 4.0 3-9
Sober 2.3 3.0 2.6 2.3 2.3 2.7 3.5 3-6 2.2 2.9 4.5 3-9
TABLE E.VII (Continued)
Personality Factors 1 2 3
Factor G
Conscientious 2.3 2.7 2.6
Average 2.0 2.5 2.3
Expedient 2.1+ 3.0 2.6
Factor H
Venturesome 2.3 2.8 2.3
Average 2.1 2.7 2.1+
Shy 2.3 2.9 2.7
Factor I
Tender-Minded 2.2 2.7 2.5
Average 2.2 2.9 2.5
Tough-Minded 2.3 2.8 2.6
Factor L
Suspicious 2.1+ 2.9 2.6
Average 2.2 2.7 2.6
Trusting 2.0 2.8 2.2
Factor M 
Imaginative 2.3 2.9 2.5
Average 2.0 2.6 2.1+
Practical 2.3 2.8 2.6
Factor N
Shrewd 2.3 2.9 2.6
Average 2.2 2.9 2.1+
Forthright 2.1 2.5 2.5
1+
Semantic Rating Scales
5 6 7 8 9 10 11 12
2.2 2.2 2.6 3 .̂ 3-6 2.3 2.8 3.9 1+.22.2 2.1 2.6 3.5 3.8 2.3 2.9 1+.1+ 3.9
2.3 2.2 ' 2.8 3.̂ 3.6 2.2 2.7 ^.3 1+.0
2.3 2.1 2.6 3.5 3.8 2.1 2.7 b.3 1+.2
2.2 2.1 2.8 3.5 3.7 2.5 3.0 b.3 3.92.2 2.3 2.7 3.5 3-5 2.1 2.7 b.3 3-9
2.2 2.2 2.6 3.5 3.7 2.3 2.8 b.3 3-9
2.3 2.1 2.7 3.7 2.2 2.7 b.3 1+.2
2.3 2.3 2.8 3.5 3.7 2.1 2.8 b.3 1+.0
2.3 2.2 2.7 3.U 3.7 2.1 2.9 b.5 1+.0
2.3 2.2 2.8 3.5 3*6 2.3 2.7 1+.0 1+.0
2.1 2.0 2.5 3.6 3.8 3.2 2.8 b.3 3-9
2.1+ 2.2 2.7 3.5 3.8 2.2 2.9 1+.1+ l+.l2.1 2.1 2.6 3.b 3.6 2.3 2.8 1+.1+ 3.92.2 2.1 2.9 3.1+ 3-5 2.1 2.5 3.8 3.9
2.3 2.2 2.6 3 A 3.8 2.2 2.8 1+.2 1+.2
2.3 2.2 2.8 3-8 3.6 2.3 2.9 1+.1+ 3.7








7 8 9 10 11 12
Factor 0
Apprehensive 2.2 2.8 2.6 2.3 2.2 2.9 3.6 3-5 2.2 3.1 1+.8 1+.2
Average 2.3 2.9 2.5 2.3 2.3 2.7 3.5 3.7 2.2 2.8 l+.l 1+.0
Self-Assured 2.2 2.8 2.5 2.2 2.1 2.7 3-1+ 3.7 2.2 2.7 1+.3 1+.0
Factor On
Experimenting 2.3 2.9 2.7 2.1+ 2.2 2.7 3.5 3.8 2.3 2.8 1+.3 l+.l
Average 2.2 2.6 2.1+ 2.2 2.2 2.6 3.5 3-7 2.3 2.9 1+.1+ l+.l
Conservative 2.1 2.9 2.1+ 2.2 2.1 2.8 3.1+ 3.1+ 2.0 2.7 1+.2 3-7
Factor Qg
Self Sufficient 2.1+ 3.0 2.7 2.1+ 2.3 2.8 3.5 3.6 2.3 2.9 1+11+ l+.O
Average 2.1 2.6 2.1+ 2.1 2.0 2.7 3.1+ 3.7 2.1 2.6 1+.2 l+.l
Group-Dependent 1.9 2.5 r> oL— « L_ o ol_. * c . 1.9 2.1+ 3.5 3.8 2.3 2.7 1+.1+ 3-7
Factor Qo
Controlled 2.2 2.6 2.5 2.2 2.2 2.5 3.6 3-9 2.3 2.7 1+.1+ l+.l
Average 2.1 2.9 2.1+ 2.2 2.0 2.7 3.5 3.6 2.1 2.8 1+.2 l+.O
Undisciplined Self-Conflict 2.1+ 2.8 .2.6 2.3 2.3 2.8 3-1+ 3.6 2.3 2.8 1+.3 3.8
Factor Qk
Tense 2.2 2.8 2.6 2.2 2.2 2.8 3-5 3.7 2.2 2.8 1+.3 l+.O
Average 2.2 2.8 2.3 2.2 2.0 2.8 3.5 3.7 2.1 2.7 1+.3 l+.O
Relaxed 2.2 2.7 2.6 2.1+ 2.2 2.5 3.1+ 3.6 2.3 2.9 1+.3 3-9
*The semantic rating scale numbers correspond to the scale description in Table E.VI. 
Source: Primary
TABLE E.VIII
"t" VALUES1 OF THE SIGNIFICANT DIFFERENCES BETWEEN PERSONALITY TRAITS FOR DALLAS 
MUTUAL LIFE'S COMPANY ORIENTED ADVERTISEMENT
Scale
Number
Factor A' Factor B




















8 HARD-SOFT 1.727* 2.915* 2.856*
9 SERIOUS-HUMOROUS10 ACTIVE-PASSIVE 2.405* 1.651*
11 EXCITABLE-CALM 2.009*
12 COMPLEX-SIMPLE -1.947**
Factor C Factor E
1 GOOD-BAD 6.531* 3.543*
2 KIND-CRUEL -1.661** 2.205*
3 BELIEVING-SKEPTICAL -1.726** -1.827** 5.443* 2.994*
4 PROGRESSIVE-REGRESSIVE 8.566* 5.188*
5 POSITIVE-NEGATIVE 6.074* 3.873*
6 REPUTABLE-DISREPUTABLE 2.863* 1.749*
7 MASCULINE-FEMININE -1.845** 2.529*
8 HARD-SOFT 1.705*
9 SERIOUS-HUMOROUS
10 ACTIVE-PASSIVE 3.276* 2.045*





















TABLE E.VIII (Continued) 
Factor F





































































TABLE E.VIII (Continued) 
Factor L Factor M






























































TABLE E.VIII (Continued) 
Factor Qi Factor Q2
Number Semantic Bating Scales Hi/Av Hi/Lo Av/Lo Hi/Av Hi/Lo Av/Lo
1 GOOD-BAD 3.231* 2.009* 5.614* 1.870*
2 KIND-CRUEL 1.828* -2.155** 2.1+58* 5.229*
3 ' BELIEVING-SKEPTICAL 1.657* 2.946* 1.977* >. 5.281* 1.730*
4 PROGRESSIVE-REGRESSIVE 2.117* 2.314* 2.387*
5 POSITIVE-NEGATIVE 2.169* 5.768* 1.929*
6 REPUTABLE - DISREPUTABLE 3.758* 2.211*
7 MASCULINE-FEMININE 2.1^7*
8 HARD-SOFT 3.434* 2.756* -1.936**
9 SERIOUS-HUMOROUS 3.059* 2.965* -2.083**
10 ACTIVE-PASSIVE 2.092* 2.312*
11 EXCITABLE-CALM
12 COMPLEX-SIMPLE 3.428* 3.069* 2.964* 2.731*
Factor Qg Factor 0j|
1 GOOD-BAD -1.828** -2.623**
2 KIND-CRUEL -1.652**
3 BELIEVING-SKEPTICAL -1.779** 2.129* -2.457**
PROGRESSIVE-REGRESSIVE -2.027** -2.109**
5 POSITIVE-NEGATIVE -2.1+62** -1.657**
6 REPUTAELE-DISREPUTABLE -2.055** 2.463* 2.084*
7 MASCULINE-FEMININE 2.258* 1.784* 1.715*
8 HARD-SOFT 2.223* 2.332*
9 SERIOUS-HUMOROUS -1.762** -1.196**10 ACTIVE-PASSIVE
11 EXCITABLE-CALM
12, COMPLEX-SIMPLE 1.743*
Groups compared: High-Average, High-Low, and Average-Low for each of the l6 personality factors.
Critical "t" value for single tailed test: 1.645
1,Only those values significant at the .05 level are given.
^High represents high score description of the personality factor. Average represents average score description 
of the personality factor. Low indicates raw score description of the personality factor.
*+1.645 -- denotes that average perceived the ad more favorably than high, low better than high, and low 
better than average.
**-1.645 —  indicates that high perceived the ad more favorably than average, high better than low, and 
average better than low.
Source: Table E.VII
VITA
Sam J. Bruno, the son of Mr. and Mrs. Joe R. Bruno, was born in 
Port Arthur, Texas, on September 6, 1929. He was graduated from Thomas 
Jefferson Senior High School of Port Arthur, Texas, in June, 19̂ -8.
After nine years of data processing work at Gulf Oil Corporation,
Port Arthur Refinery, he entered Lamar State College of Technology at 
Beaumont, Texas, in September of 1958. In June, 19&2, he completed 
the requirements for the degree of Bachelor of Business Administration 
in accounting.
In September, 19&2, he entered the Graduate School of Louisiana 
State University aiid earned a Master of Science degree in marketing in 
August, 19^5. During the 1963-196^ academic year, he taught at Redemp- 
torist Junior High School in Baton Rouge, Louisiana. He was an instructor 
in the Business Administration Department at Southeastern Louisiana 
College, Hammond, Louisiana, during the I96U-I965 academic year. After 
resigning his position at Southeastern Louisiana College in June, 1985? 
he returned to Louisiana State University to continue his graduate 
studies with the aid of a Research Assistantship in the Bureau of 
Business Research. From I966-I969, he served as a Graduate Teaching 
Assistant, in the Department of Management and Marketing.
During the 1969-1970 academic year, he joined the faculty at Wichita 
State University, Wichita, Kansas, and is at the present time a candidate 
for the degree of Doctor of Philosophy.
He is married to the former Joan Elizabeth Dowty of New Orleans, 
Louisiana, and they have one child, Chad Joseph.
271




Sam J. Bruno 
Management
The Effects of Personality Traits on the Perception 
of Written Mass Communication
Approved
Major Professor and Chairman 




Date of Examination: 
March 17, 1971
